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Electronic Mailing List Selection has been applied with 


~ Because Electronic Mailing List Selection is unparalleled success to many of our mailing list categories 
@ FAST! @ ACCURATE! ¢ UP-TO-DATE! Here are a few samples of the approximately 4,000 
© MORE PROFITABLE FOR YOU! classifications we now have ready for you: 
‘ ' ; ar a ‘ MANUF ACTURERS MACHINE SHOPS 
if you want the most from your mailing lists, then this ts for DEPARTMENT STORES LETTER SHOPS 
you! Your mailing list will become the perfect complement to HARDWARE WHOLESALE JANITORS’ SUPPLY HOUSES 


your otherwise well-planned and executed mail campaign BOTTLERS CANNERS, PACKERS & FOOD PROCESSORS 
CREAMERIES AND DAIRIES HOTEL & RESTAURANT SUPPLY HOUSES 


LUMBER MANUFACTURERS ~— _ plus many additional categories. 


You can readily evaluate the impact of Electronic Mailing List Selection in terms of 
your own Direct Mail requirements — by the fact that every category enumerated has 
now been augmented with new names and information, immediately upon receipt of 
newest printed sources 

Get the facts about Ponton’s Electronic Mailing List Selection operation. Remember 
that W. S. Ponton is in business to help you to get the most out of your Direct Mail 


PONTON 
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SAMPLES! TESTIMONIALS! 
MECHANICAL REQUIREMENTS! 
PRICE SCHEDULE! HANDSOME G.O.S. SALES KIT! 
WRITE TODAY ON YOUR BUSINESS LETTERHEAD... 


GENERAL OFFICE SERVICE, INC. 


S527 SIXTH STREET © NW WASHINGTON 1 ® D¢ 
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Salute To Third Class Mail's 
Washington Spokesman 
by H. H. 

This is a too-long delayed salute 
to a young fellow who has been do- 
ing a remarkably eflective job for 
the commercial users of the mail. 
His name is Harry J. Maginnis. He 
is executive manager of the Associa 
ted Third Class Mail Users with of 
fices at 1406 G Street, N. W., Wash 
ington 5, D. C. (Charles Mills of 
0. M. Scott & Sons Company, Marys 
ville, Ohio, is a second-term presi 
dent of the organization; Arthur 
Martin Karl of New York is execu 
tive vice president; May VanderPyl 
of Detroit is secretary; George Bry 
ant of Chicago handles the money as 
treasurer. } 

This reporter may as well admit 
that at the in eplion of the ATCMU, 
back around 1949, he was more than 
a little skeptical about the under- 
taking. First hurried choice of an 
office or management staff was un 
fortunate. There was considerable 
behind the scenes bic kering between 
ATCMI people and DMAA officials 
It was thought that the two organi 
zations would tramp on each other's 
toes and muddy still further the al 
ready beclouded postal rate situation. 

But the scene = started changing 
when Harry Maginnis was calmly 
and carefully chosen after bo ‘ening 
many candidates for the difficult job 
of handling Third Class mailer’s 
relations with Congress. During the 
intervening years, | have watched 
him work. He is not only effective 
with members of Congress . but 
he has been a friendly, cheerful, 
smooth politician in burying the riv 
alries and jealousies within the di 
rect mail organizations. In five short 
Y6GQRIS « « « everybody scems to like 
and admire Harry although few of 
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She's heard that America does business on 
Nekoosa Bond Now she knows why. Her typing 
looks crisp and clear, her letters arc a joy to behold 
and crasing just doesn't show 

Why not make Nekoosa Bond your paper choice, 
too! Get all the prestige of a famous watermark— 
plus distinctive appearance and unusual durability 
Your printer or Nekoosa paper merchant has it in 
your choice of a dozen colors—for letterheads, 
envelopes and most of your other business forms. 


Nehoosa Bond . Nehoosa | edger . Nekoosa Duplicator 
Nehooss Mimeo © Nehooss Manifold © Nehoosa Offset 
Nehooss Master Lucent ©@ WNekoosa Opaque 
and companion ARDOR Papers 


MEKOOSA-EOWARDS PAPER 


us demonstrated any undue hurry to 
get on the bandwagon. Harry sold 
himself 

Over the vears. ve had many cor 
versations with hin He's always 
sound His approach is realists 
I've told him many times that he 
can write the clearest report I’ve ever 
read (and for a lawyer that’s re 
markable). Uve been after Harry 
to put down in words some of his 
philosophy on the Washington scene 
as it concerns the commercial user of 
the mails. He finally did it ind 
vou should read every word of his in 
telligent Washington Report starting 
on page 18 

As usual. we want you to know 
the cover personality better. That is 
the purpose of these cover pictures 
ind stories To get ill of us better 
wquainted with the people who are 
doing hig things for direct mail 

Harry J]. Maginnis was born 1916 
at Girardville, Pennsylvania. in the 
heart of the hard coal region which 
was famous for harboring the in 
famous Molly Maguires of the 1850 
to 1870) period 26 of whom 
were hanged ill in one day But 
Girardville was also the birthplace 
of the late Dennis Cardinal Dougher 


ty 


Harry’s grandfather was a coal 


miner He raised rine children 

ind the seven sons all hecame (in 
“pite of sparse educational facilities) 
professional men. Harry’s father be 
carn 1 successful local lawyer but 
died when Harry was seven. leaving 
i brood of seven children The 
grandfather was blinded by a mine 
accident. and by nine vears of age 
young ur indson Harry was re id 
ing to “old Mac” from the Philadel 
phia Bulletin and the Pottsville Re 
publican together with detective 
magazines which carried stories of 
the Molly Maguires headed by Jack 
Kehoe. Harry moved to W ishington 
when he was fourteen and by that 
time knew the meaning of such words 
as “reciprocal” and “ambivalent” 
and could even pronounce them in 
an Irish brogue which caused amuse- 
ment or distrust at Washington's 
Western High School in the swank 
Georgetown section. 

But the sons and daughters 
Senators, admirals, generals and ar 
bassadors were won over when Harry 
recited on St. Patrick’s Day of 1932 
in public speaking class James Whit 
comb Riley's The Passing of the 
Old Backhouse He was promptly 
expelled from school but was 
later tllowed to come back after 
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ind friends. He 
jomed 
the cadets and played in the band 


1933 was a tough ear for a boy 


was real good ifter that 


of seventeen to wet the business 


world but Harry got a job on gradu 
boy in th 
the of 


Harry went 


ation day as an ofhice 
( nderwear Institute When 
fice moved to New York 
Studied stenograph it night 
L935 


long 
He returned to Washi gion i 
school and got a part 
Linne job is secretary with Warner 
Brothe rs Circuit Vl inagement ¢ orpo 


screening acts for ob 


entered law 


ration 
jection ible material 
On graduation from Columbus Law 
School in 1938, he forsook stenogra 
phic pursuits and tried for a caree: 
in the law but it wasnt easy 
of twenty 
week al 
good salary. So took a 
job with a Congressman from Mi 
chigan. Did his ghost 


but finally they parted 


an cra when a young man 
S340) per 


1939, he 


two could conside 


writing 
compan 
when Harry refused to along 
a speech with which he didn't agree 
1940 saw Harry installed in a suite 
at the Raleigh Hotel as 
campaign 
headquarters of Senator Taft Hart 


tried to help the dictators write bet 


a part 


time stenographer for the 


long he 


ter letters and before 
was doing the dictating Between 
1940 and October 1942 


was responsible for the pre 


January 
Harry 

paration and processing of well ove 
a million letters. And at this time it 
doesnt do any harm to reveal that 
most of Taft's cam 
Theit 


Harry signed 
paign letters and photographs 
handwriting was so similar 
Then Harry enlisted later 
went to oflicers school. Was graduated 
as a second lieutenant and wound 
up as a captain in Ordnance at war's 


didn t ‘ back 


=ifiet 


end, unscathed. He 
to Senator Taft at wars end 
a good friend, Jack Martin. had 
stepped into his old job But he still 
admires his old boss Savs hes the 
only man he ever met who said ex 


actly what he meant even though 


it was unpolitic to do se The lat 
Senator had a lot to do shaping 
Harry s thinking Taft 
that if the 
fight for it ey 


might prove unpopular to do 


taught him 
facts ST ed 


issuc, 


spent a year as a lawyer 
Federal Housing Admini 
then moved over to the 
staff of the 
Martin fr 


remained until he was 


Harry 
with the 
stration 
elected 


legislative new! 


Senator kd Pennsylva 
nia There he 


Continued on Tf’age 
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REPLY-O-LETTER 





A letterhead with a “window”. 


THE REPLY-O-LETTER “SET” 

Carries its own reply form in a 
pocket behind the window. A window mailing envelope completes 
the “set.” This combination of regular mailing units consistently 
produces 35% to 40% better results than ordinary letters. 





REPLY FORMS 
There are 3 kinds 


a reply card 





a wallet flap reply envelope 


ora Reply ve lope Order or Questionnaire Form 








REPLY-O-LETTER COST 


A Reply-O-Letter costs much less than 
a so-called personalized letter, yet, in 
its own way, Re ply-O Letter is a per- 
sonalized letter. Cost is about the 
same as an ordinary multigraphed 
letter. A little more (Y4¢ to Mid) than 
a cheap printed letter All statements 
based on “in-the-mail” costs ine luding 
po tage and labor 


The Reply-O-Letter is more economi- 
cal. Cost per reply is substantially 
lower due to greater pulling power. 


WHO MAILS REPLY-O-LETTERS? 


We are glad to ship to your mailing 
room or your letter shop for address 
ing and mailing operations. Or we 
will mail for you, if you wish 


USES FOR REPLY-O-LETTERS 


For getting subscriptions and sub 
scription renewals . securing in- 
quiries for salesmen, distributors, 
dealers selling products by mail 

raising funds by mail . . . ques- 
tionnaires cleaning and verifying 
mailing lists dealer-imprint cam- 
paigns in short, wherever a reply 
is desired 


c 


the 





WHO USES REPLY-O-LETTER 


Think of the top advertisers who use 
direct mail. Chance are they’ are 
Reply-O-Letter users, We average 100 
jobs in work at all times. 80% are 
for regular customers, month in, 
month out—year in, year out. No other 
product or service in advertising has 
itished so many customers for so 


long a time 


MINIMUM QUANTITY 
We invite tests of 5,000 to 10,000 
Reply-O-Letters from firms who, when 
itished with result can then order 
in more ubstantial quantities We 
respectfully discourage one-shot mail 
ing efforts 


COPYWRITING 


We either write or edit copy, thereby 
sharing with our customers the re- 
ponsibility for the success of the 
mailing. We submit layouts “on spec.” 
There is no charge for copy and lay- 


out service 


write for 

BOOKLET 
The booklet, “IT WAS AN- 
SWERS THEY WANTED” 
makes good reading for 
anyone who uses the mails. 
Send for your free copy. 





reply-o-letter 


THE REPLY-O PRODUCTS CO. 
7 Central Park West 
New York 23, N.Y. 

Soles Offices, Boston * Chicago 


Cleveland * Detroit * Toronto 


























When you open this book you will find completely 


up-to-date answers to hundreds of questions relat- 


ing to postal rates, weights, sizes, mailable matter, 


methods of postage, sealing with printing and 
envelope specifications. Many of these are “good 
business” to know 

The material was compiled from an exhaustive 
study of the new Postal Manual and Supplements, 


and includes new and liberalized regulations. For 





WITH DIRECT MAIL 


example: printing on the face of a window enve- 
lope; the use of a “picture window” on the face of 
an envelope; the mailing of photographs, etc 

As envelope manufacturers we compiled this in- 
formation for our own quick reference. It occurred 
to us that you might also find it helpful. So — it’s 
yours, free. 

Please write us on your letterhead, addressing 


the Advertising Department _ 


UNITED STATES ENVELOPE 


c OM P AN Y 


General Offices: Springfield 2, Mass. 


Fifteen Divisions from Coast to Coast 





tapped by the ATCML who were 
searching for a young man _ with 
brains and a flair for knowing his 
way around the maze of Washing- 
ton. The rest of the story is history 

. carried in previous items and 
in Harry’s own story in this issue. 

Concerning his personal life .. . 
Harry married Helene Finnacom on 
August 28, 1943. They live in their 
own home in Hyattsville, Maryland, 
one block across the District line . 
with their two children, Patricia 
and Molly 4. Add a full-fledged pug 
dog .. . which completes the family. 
Patricia at 4 was already playing 
Beethoven's “Moonlight Sonata” and 
I'schaikovsky’s “Minuet in G” and 


promises to be an artist like mamma, 


who once played at Carnegie Recital 
Hall 

Harry makes a few speeches here 
and there but sticks pretty close to 
Washington , especially when 
things are “hot egislatively. He 
rushes out clear, concise, informative 
bulletins whenever they are needed. 
Keeps quiet when there is nothing 


to report. 
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This reporter apologizes for being 

© tardy in getting on the bandwagon 
but we wanted to be sure. Harry 
Maginnis has done, and is doing, an 
eflective job in presenting a sound. 
sensible case for Third Class mail 
He is respected by Senators and 
Representatives on both sides of the 
political fence. They know he is fun 
damentally honest And that is a 
rarity in the lobbies of Washington 


Harry Maginnis and the ATCMI 
deserve much more support than 
they are now getting from the ap 
proximately 400 concerns in the 
direct mail field. Harry’s work is 
definitely not in conflict with the 
other direct mail associations or 
groups They should not only have 
more money . but they should 
also have more fellows (like Ed 
Walker of Batavia, New York) who 
can add their weight in telling the 
true story of direct mail to local 
members of ( Ongress 

Hope you will all ipprove of this 
salute to Harry. He deserves it 
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TARE A TIP FROM THE 


CIRCUS 


You can get a Jumbo effect by using i double weight cover paper when 
you can on your next booklet or folder house magazine 
or catalog. Your promotion prece will command attention 


because of its new heft. feel and richness 


Peninsular makes a mplete line of antique cover papers hievw 
manship covers nm many. mat color moc white Will be glad t 
send you sample books of one or more of our lines. Check coupor 

below. You might be interested particularly, in Peninsular 

Duplex or Bermuda Duplex. They are cover papers whicl 


have a color on one side and a different color on the other 


CL (PQ EF 
Sentinbitltte - Mater om Ott 0 
> oe 


YPSILANTI Bs MICHIGAN 


Send your 3 sample books please which show watches of your two-color papers 
Peninsular Duplex, or Bermuda Duplex. Would also be interested in see ing sample books of 
Tuscon Cover Zamora Cover ab Cover Telephone Book Cover 


Brilliant White Twin Tone (‘both cover and text 
Nome Title 
Company 
Address 


City 





AUTOMATIC 
digit 


INCREASES 
LETTER PULLING 
POWER 


FREE new 


16-page booklet 
tells the story 
Send for your copy 


The effect of a personally 
typed letter cannot be de 
nied. A typewritten appeal of 
the right sort, on any worthy 
product or service, means 
success. The only question is, 
how can the cost be held 
down within the range of the 
item you are promoting? 
Auto-typist provides the an- 
swer. 


How to use individualized 
Auto-typist letters is thor- 
oughly discussed in the book- 
let. Proven techniques of 
letter writing, follow-up and 
general correspondence are 
covered, also. Fill out the 
coupon to receive your copy 


Auto- typist 


World's Lengitl Macdhabetens of 
Pneumatic Typing Equipment 


AMERICAN AUTOMATIC 
TYPEWRITER COMPANY 
Vept 

Pulaski Read, Chicago 99, I 
Gentlemen 
yf * Quentity with Ove 
st Personalized Letters 


P ease send meo 
ity through Avte 


Nome 


Cemoeony 6 Title 


lone Stote 


opi nolan 
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We welcome your direct mail ideas and news items for this deportment. Send all material to 


Short Notes Department, The Reporter of Direct Mail Advertising, 224-7th St., Garden City, N.Y 


THE POSSIBILITY OF RATE IN- 
CREASES has many 
Speculation (both pro and con) is a 
York, 


other 


mailers buzzing 


main topic in New Chicago 
Philadelphia and 


centers. Many postal and political wise 


direct mail 


experts seem certain there'll be no 


postage increases this year pointing 
to the fact that no Congress have ever 
done so during an election year. But 

others spot danger signals. Political 
manuevering could pressure a quick 
jack-up of postage costs. Anything can 
abreast of 


Start 
by reading Harry Maginnis’ behind-the- 


happen You should keep 
the situation to plan ahead 
scenes Washington Report in this issue 


beginning on page 18 


FOR THE LOW-DOWN ON THE 
PARCEL POST SITUATION ... write 
to William B. Henderson, executive vice 
president of the Parcel Post Assn., 925 
15th St.. N.W., Washington 5, D. C. and 
ask him to send you their booklet The 
Threat To Parcel Post. Tells the bar« 
facts of how parcel post is being crip- 
pled by Public Law 199 and stagger- 
ing rate increases. You should read it, 
even if parcel post doesn't enter into 


your business on a large scale 


SPIRALING CONSUMER CREDIT 


is another big issue for 1956 which 


could effect your business and adver 
tising plans. Finance companies are 
hypoing their educational programs 

money 


to help people manage their 


better. Household Finance Corp., for 
Money 


offering helpful booklets 


instance, has a Management 
Program 
by mail which are prepared by an ex- 
perienced staff trained in family eco 
nomics. Subjects range from Children’s 
Spending to Shopping Dollar 
These booklets could be helpful to you 


Your 


in planning your advertising with ar 





eye on consumer! puying 
Write to Household's Consume 
tion Dept., 919 N. Michigan Av 


ago 11 lil 


eed 


THE NORTH CHICAGO-WAUKEGAN 
POST OFFICE held 
Postal Clinic for mailers at the North 


High School 


another helpful 
Chicago (Ill.) Community 
on January llth. Repeating last year 
successful clinic (spearheaded by Post 
William H. Woodard the 


conducted ten, one-hour: 


master 
post office 
sessions devoted to helping advertis 
ing and sales department representa- 
tives solve mailing problems. Busines 

men came away from the meeting with 
a hatful of faster 
mail handling. The 
of DMAA and NAPUS have been pro- 


post office-patron clink 


advice for bette: 


liaison committee 


moting these 


across the country They're really 


worthwhile so ask your postmaste: 


to stage one in your locality 


QUIZ OF THE MONTH 
This quiz this month is actually a lesson 
in photography (and publicity handling). We 
received the picture below from an agency 
publicity department on behalf of one of 


their industrial accounts. The caption sent 


with it admitted the photo backfired Or 
did it? See if you can tell what the picture 
is then turn to page 33 and see what 
it’s all about (and how it was handled by 


a livewire publicity department 
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Correspondence and Office Papers 
Letterpress Papers 

Offset Papers 

Indexes and Bristols 


With experienced papermakers, modern mill 
facilities, and vast woodlands, Mead is in an ex- 
ceptional position to make and market a wide 
range of grades. Here is a list of products, each of 
which successfully meets three Mead require- Cover Papers 

Blotting Papers 

Label Papers 

Business and Accounting Forms Papers 


Specialties 


ments: it is the best of its class; it fills a real 
customer need; and it provides ever greater value 


through improved quality. 


KKKKKKKKEK 


THE MEAD CORPORATION 


Dayton, Ohio 
Sales Offices: Mead Papers, Inc., 118 West First Street, Dayton 2, Ohio 
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REMEMBER THAT 1956 is a leap 
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RAYMOND | | teow the leap year idea can be ted in is 


with ales promotion An extra da‘ THIS NEW FOLDER tell a pout 
that could a harnessed for extra avidson Cor} I vy Dual-Lith Model 


profits. Leo P. Bott, Jr advertising 242 anew a icator designed ¢ 


iC 2RTISING = 
DIRE I AD I K I ISIN ' 64 E Jackson B va Chicago 4 Il) re Clally . : An offset jobs Phe 
and minds us that there is a Friday the 


SALES PROMO ION 13th in April and July, as there wa 


in January 





vania State Uni 





for 35 Years a 


eee 
> ° 
Planning MANY COMPANIES, during the last 

—_— Christmas season, adopted the fast 

p , 

W riting growing idea of sending out a Christ 
Production mas greeting tied-in with a gift to some 
worthwhile charity rather than 


following the old custom of sending brochure emphasizes Dual-Lith’s fin 


I gifts to customers. We liked the way ger tip controls and explains ) maior 


it was handled by Harry Cooper automatic operation ich as mech: 
Supply Co wholesale plumbing and cal double sheet eliminator, autom 
470 ATLANTIC AVENUE electrical supplies Springfield Mi adjustment for different ‘ te 
BOSTON They used a four-page, Christmasy ide regular offset reproduction 
225 PARK AVENUE type letterhead to give an account of Davidson reports that even other 
NEW YORK last year’s experiment of sending two built-in printing method ire possible 


selected youngster to the School of when using appropriate attachment 











the Ozarks. The inside pages gave pi You can get the folder by writing to 





tures and descriptions of the boy and them at 29 Rverson St., Brooklyn, N. Y 
Hand-Lettering girl selected for the collective gift 





this year. Exceptionally well done pee 
HAND-LETTERING FROM FILM 
$1.00 a word HANDLING A PROBLEM: Abbeon 


yply Co 79-15 Jamaica Ave 
All styles No minimum No “extras Supi 1S J A 


! 32 ‘ 1 « Ir 0 ec node 
Glossy print for reproduction A HIGH-PRICED REPORT wil! make Jamaica 32, N. ¥ . mported ft 
24 hour service-—delivery anywhere in USA its appearance sometime during Febru dinosaurs by mail. Made of easily 
Order from Style Book DM free on request ary. Dr. Ernest Dichter of the Institute 


Film Lettering Division for Motivational Research, Croton-on 


RAPID TYPOGRAPHERS, Inc. Hudson, N. Y., intends to publish a 
305 East 46th St. New York 17 monthly report, labeled Motivations 


The subscription price will be $100 for 
MUrray Hill 86-2445 


12 issues. And the circulation will be 
strictly limited, according to Dr. Dich DINOSAURS 
ter, to 1,500 charter subscribers in the 


JUST Off the P ! cai cael pfeeiilide ttle 
1956 MAILING LIST , | HAMULE We CARE 


CATALOG breakable porcelain he mode 
if you sell by mali, or have be elaborately p ec 
saieemen, or sell through COOPERATIVE ADVERTISING | Abbeon had a 
G@easiere —send for thie list analyzed in a new report just pub- from rough hand 
catalog — FREE for the asking lished by the Assn. of National Ad- fice Standard 


DUNHILL vertisers, 285 Madison Ave., New York WITH CARE 
INTERNATIONAL LIST CO., Inc. 17, N. Y. Prepared by ANA's Coopera little effect in getting 
566 Fifth Ave, New York © Piaze 9-0899 
55 € Wasling’on St, Cilteage © Dearbers 2.0580 





tive Advertising Committec (Elmer busy mail handler 
Ward, Jr., The Palm Beach Co chair- ituation, Abbeon 
man) the new report brings up to date hown here origi 


— patica. | Sunil a“ similas study made in 1953 Titled printed in red Breakag 
2 Abbeon: bu tney 
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in larger offices 

Toronto 12, On 

modern design 

number 

cling printing 

atmosphere for 

consultant 

ning, buying ipervi 

terests. His whol« to fulfil 

your requirement yst effective 

manner pos ible ! ecause sO 

many people have aire iy t ted thi 

premise and found 

George Franklin Sale 

able to make our pre¢ 

ign of practical 


deve lopme nt 


BUILDING BUSINESS | the name 
new external house magazine fo! 

the light construction istry, pub- 
lished by United Stats 
55 W. 44th St New , 6. Vol. 1 
No. 1 of the new publication was mailed 
through 


vod Corp 


last month to 20,000 |} 
out the country It vi ‘ issued 
every other month highlighting 
news and trade report or the light 


construction industry 


POSTE HASTE HOMEFURNISHING 
INDEX is a new list service devoted ex 
clusively to } homefurr lng in 
dustry In 1e direction of Ted 

former advertising-promotion 
of Herman Miller Furniture Co.) 
Haste has developed a series of 
covering architect department 
tore interior designe: decorator 
and furniture and homefu 
tailers. Lists are tailored to 
ional or national market needed 
For data card and complete informa- 
tion contact Ted Gla it 550 Sth Ave 


New York 36, N. Y 


iumont 


CONGRATULATIONS 
& Sperling 
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*it"’s in the \bag: 





increased returns 
when your 
envelopes 
designed 

by 

TENSION 


ENVELOPE 
Corp. 


WEW YORK 36,4. Y. * 522 Fifth Avenue 
ST. LOUIS 10, MO. * 5001 Seuthwest Ave 
MINNEAPOLIS 1, MINN. © 129 North 2nd 51. 





Psst! Get an AdverKit! 


Plan colorful campaigns from an idea- 
packed portfolio of over 100 direct mail 
samples 

Create action-getting, bes t-of-industry 
mailing pieces from ao new selection of 
Jumbo Cards, Flash Bulletins, Cartoon 
Letterheads, Eye-Stopper Envelopes, and 
Gimmick Mailings 


All AdverKit items created and pre- 
printed by Americon Mail Advertising 
Your sales message easily added using 
ony office duplicator 

Mail $2.00 for your AdverKit—refundable 
on first order 


INCORPOT 


AMERICAN MAIL ADVERTISING: 





DES MOINES 14, IOWA + 1912 Grand Avenvs 
KAMSAS CITY 6, MO. © 19th & Campbell Sts. 
FT. WORTH 12, TEXAS + 5900 East Resedele 


ADDRESSING 
MACHINES 


offer you the only competition 


you can find in the Addressing 


Machine industry. 


Consult your yellow telephone 
book or write to The Eiliott 
Addressing Machine Co.,, 
127 Albany St., Cambridge, 39, 


Mass. 








ALL UNDER 
ONE BIG ROOF 


Sw 
\ AUTOMATIC AND 1| 


MULTIGRAPHING 
AND ovrser 


PREMIUM MAILING 
CONTEST JUDGING 
* 
ASSEMBLING SALES KITS 


Client roster includes Colgate 
Palmolive Compeny, Esavire 
Magartine, Hoffman Publica 
tiens, Lever Brothers, Thomas 
J. Lipten, tac., National Bis 
cult Company, Reporter Pub 
lications end many ether 
feeding advertisers and 
agencies 


—e 5 FS eae 
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the lost word in paper type for offset 
and electronic reproduction 
SETS EVERYTHING 
Anyone con set headlines and bedy 
for ads, printed pieces of all 


QUICKER, EASIER 
Presto Type comes on compact wooden 
type holders aligns automatically 
te straight edge tabs overlap 
allowing special spacing for special 
letter combinations no opaquing 
between letters required. 
COSTS LESS 
Complete fonts from 
$2.25 te $11.25 
Hos up to 62 different choracters on 
@ stick in pods of 50 each— 
3000 characters in all 


write FoR 
CATALOG 
Showing 

130 Type Faces 


text 
hinds 





PRESTO PROCESS CO. 
243 N. WATER STREET 
ROCHESTER, N.Y 








. 


A ” St. 
GP ye Virkto 
“COMTINU ED | 


burgh, Pa. Self mailers and local news- 


paper were merchandised to 
the hilt 
tity in 


night 


reprints 
establishing Asam’'s iden- 
the almost over 


two towns 


—- 
eed 


|} BUSINESS AND INDUSTRIAL PUB- 
LICATIONS seem to be hitching their 
direct 


advertising wagons to a mail 


star more than ever before by of- 
fering their advertisers ambitious mer- 
direct 


One 


chandising programs (mostly 


mail) along with space contracts 
good examp'e is Mill & Factory, high- 
production, 


ly-respected engineering 


and maintenance published 


by Conover-Mast 


magazine 
To help advertisers 
project and intensify the value of their 
space advertising, M&F is now offer- 
ing a wide range of direct mail mer- 
chandising aids over and above 
the usual preprints and reprints. Serv- 
the of full 
folders (both 
page markers, 


formats are 


ices run gamut size and 


miniature with 
letters, 


available at 


covers), cover 
All 


A_ well-designed 


cost 
the 
used by 


etc 
folder showing 
being 
the 


write to Ted 


merchandising aids is 
the 
you want to see 
de Alberish, promotion manager, at 
205 E. 54th St.. New York 17, N. Y 


magazine to sell service. If 


a copy, 


—_— 
eee 


MIDWEST PAPER BUYERS should 
get on the list to receive Moser’s Paper 
Parade external h.m. pub- 
lished by Moser Paper Co., 621-631 Ply- 
mouth Ct. Chicago 5, Ill have 
offices in Milwaukee 
Wis.). Paper Parade is a 
monthly containing 
and tips about new paper lines, indus- 
Also has Cata- 
Wanted 
Another special 
list, 
items 


new 


(also 
and Madison, 
two-page, 
publication news 
try developments, etc 


log Information and columns 
for service to readers 
offering 


feature is a Specials 


money-saving paper 


— 
eee 


MORE” 


folder 


“WE CAN GIVE YOU 
says the 
from Foot & Jenks, vanila manufactur- 
Next to headline 


headline on a clever 
ers in Jackson, Mich 
the 


mama and papa rabbit 


on cover is a cute picture of a 


When folder is 
opened, up pops 12 small die-cut rabbits 


under a second headline: “More Value 


M&F 


THE 


For Your Vanila Dollar It's The 
Extras!” Eash die-cut rabbit represents 
one of F&J’s feature 
(same day shipment, safe double car- 


12 extra service 


testing 


sampling and coopera- 
tion, A good 


rabbit habit 


tons, 


etc.) idea using the 


FRANKLY, WE WERE “SENSITIZED” 
and pass it 
on for your Most leg- 
art (cheese cake) product releases w« 
the 


by this publicity shot 


critical analysis 


see are silly but caption with 


NEW ONE 
New one 


plate has re 


-STEP 


tep 


read 
PLATE—A 
oftset 


this 
METAL 


sensitized 


one 


metal 


cently been introduced by the Colitho 


Div., Columbia Ribbon & Carbon Mfg 
Co., x ! 


Inc., et« " Rest of release 
how 


the plate eliminates two 


three-step developing operation 


picture really puts the “one-step 


across without diminishing 


product's prominence with an ov 


abundance of sex. Do you agree? 


internal 
magazine of Night 
Richmond West 
Toronto, Ontario, Canada, is always in- 
Short 
creative people of SNP. Re- 


THE IDEA FILE, bi-monthly 
Saturday 
Street 


house 
Press, 73 
teresting items of value to the 
sales and 
about 


offset de- 


cent issue carried a story a new 


technique developed by the 


partment. Instead of halftone screen 


illustrations are being printed with 


parallel lines (not dots, like ordinary 


halftones). The tone is made by chang- 
ing the thickness of the line (not 
the the dot 


new the 


size of 
Actually, it is 
SNP 

r 


have simply developed a method whic! 


increasing 
idea isn't 


woodcut principle techniciar 
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makes photomechanical line halftones 
practical. Maybe DMAA member Fred 
Kirby would be willing to tell you 
more about it 


THE PUTMAN AWARDS will de- 
finitely be continued. You remember 
that in Sept., 55 the rial Adver 
tisers Assn. Board of irector voted 
to drop all outside awards Putman 
McGraw-Hill, et avor of only 
association-s ponsored competitions 
Putman Publishing Company, unde- 
cided whether or not to continue 
award sponsorship without NIAA 
aegis, surveyed top industrial adver- 
tisers. 88.43° voted in favor of con- 
tinuing the coveted award You can 
get information on how Putman will 
handle them alone by writing to the 
publishing company at 111 E. Dela- 
ware Pl., Chicago 11, Il 


eee 


IF YOU WANT A GOOD LAUGH 
(and who doesn’t these days?) write 
to Pitney-Bowes, Inc., Stamford, Conn 

and ask them for a copy of their 
new booklet titled How To Mail A Let- 
ter (in 5 easy and utterly preposterou 
lessons). Prepared by Dickie-Raymond 
Inc., the booklet is a riotous satire en 
mailing methods. Tongue-in-cheek copy 
coupled with clever cartoons lampoon 
such steps as: 1) Finding The Stamp 
2) Positioning The Stamp, 3) Moisten- 
ing The Stamp, 4) Affixing The Stamp 
etc. Naturally, it all leads up to a ser- 
ious presentation of “a better mailing 
method” (metered postage) but 
the entertaining horseplay is bound to 


increase the booklet’s readership 


— 
eee 


“PRINTING WEEK" in New York 
and Philadelphia was loaded with a 
tivity in both citi« Highlight of 
the New York week (sponsored jointly 
by 65 organizations) was presentation 
of “Three Success Storis Direct 
Mail Wise” on January 20t! Thi 
DMAA-produced session at the Balti 
more Hotel was chairmanned by Wal- 
ter Grueninger, circulation director 
Dun’s Review & Modern Industry 
Award-winning campaign were re- 
viewed by John Porter, advertising 
manager, NBC-TV; Philip Sherman 
advertising director F W Dodge 
Corp.'s Construction News Div and 
E. H. Beatty, sales promotion, E 
Standard Oil Co. 1955 Gold Mailbox 


campaigns were on disp 


FEBRUARY, 1956 


stidwessjeo won saz af 
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When ink smears from 
sheet to sheet, switch to 
Hammermill Mimeo-Bond 


A MOST EVERYONE has seen mime t ng delivered on top of it. With 


graphed material with ink marks ummermill Mimeo-Bond you get fast 


on the back, as shown above. That's called nning Operation and neat, attractive 


set-off”. It looks messy. It happens when < without any fuss or muss 
oO } be ‘ ‘ re ' 
wet ink smears On the bottom of . Hammermill Mimeo-Bond, with its 
r I f i) ) { rs 
sheet trom the toy tf another as sheet xclusive air-cushion surface. is available 
nil , he d board o 
pile up on th lelivery pew . i « Same COS §s Hammermil! Bond 
mimeograph machine mes in’ yen sparkline color 
W hat can you do to have clean mime I Cat iatched with Hammermill 
graphing without set-off, or the smearing ‘ nveciopes for your smart mailings 
f the copy itself while the set-oft 


I 


rr | 
hap illetins 


A makeshift way to combat this 1 


ening’ 
nethat 

shecting | ting i 

per on each printed 

vered trom the machine 

inder. That does the 
ive Wa 
1] 


The better way is simple 


Hammermill Mimeo-Bond f nl. 
mimeographing paper made with th r sample sheets of Hammermill 


air-cushion surface Thousands al imeo-Bond (or Hammermill Dupli- 


most Microscopic air pockets temporaril tor paper) write to Hammermill Paper 


, 


sulate the drying ink from the s t mpany, 1621 East Lake Rd., Erie 6, Pa 


QAOVERNI e ) “cmc 


Hammermill Duplicator 
MIMEO-BOND Hammermill Bond Envelopes 





PREMIER AUTO-FOLDER 


pays for itself in ONE mailing! 


Fully automatic 
compoct Folder 


makes 7 most-used 


folds; up to 7,200 
pieces per hour! 
Easy to operate, 
makes instant 
changes! Rugged 


Steel construction, 


handsome Silver 
Grey and chrome 


trim. Saves time, money, desk space 


LOWEST PRICED FULLY AUTOMATIC 


FOLDING MACHINE MADE! 
Semi-Automatic $89.95, Deluxe Automatic $129.95 


MARTIN-YALE, INC. 
2100 West Fulton Street, Chicago 12, Illinois 








GET THESE HELPFUL 
Direct Mail Training 
Booklets 


® Hew Te Think About 
industrial Direct Mail 
($3.00) is the most om 
bitious of oll Reporter feature 
studies took months of survey 
ing theories, opinions and case 
histories of hundreds of practi 
tioners in industrial advertising 
Final analysis groups problems 
end answers into six under 
standable divisions. Available 


in 112-page booklet 


Hew Te Think About 
* Mail Order ($1.00) 
points out that “Mail Order 
is just one kind or type of 
direct mail—but many of its 
principles con be applied to 
other types. Study succeeds in 
debunking ao confusing subject 
Gives opinions of a score of 
competent experts in the field 
attempting to define: “The 
real secret of mail order swe 


cen 


Order Direct 
From 
The Reporter, Garden City, N. Y. 








Over 1,000 
Shop Owners 


Know 
+ 
o 
” 
7 


that, as an aid in the 
creation and production 
of direct mail, MASA 
International is 
invaluable. 

Join these, 1,000 
progressive commercial 
duplicators in promoting 
your industry 

A letter now will 

bring you a full 
description of 
membership services... . 


Write: 


MAIL ADVERTISING 
SERVICE ASSOCIATION 


18120 James Couzens Highway 
Detroit 35. Michigan 





NOTES 


Philadelphia, the week was filled 





with luncheons, banquets and printing 
exhibits at the Benjamin Frankli 


Hote! 


CORRECTION ON PAGE 31! 
are so enthused about the big plans 
being made for this year's DMAA C 
vention that we want to make 
you get your reservations in as early 
as possible. To urge you to do 
put a bold face display in 
Convention Reminder you'll find on 
page 31. But somehow, a late-at-night 
rush to press time listed the upcoming 
convention as DMAA'’s 13th. It should 
have been: 39th (watch it there, Mr 
Compositor) Annual DMAA Conven- 
tion. Nobody caught it until! too late 
and we apologize for “missing 26 year 


eve 


WEST COAST SUCCESS STORY: 
Krupp's Advertise: Mailing Service 
has come a long way sin 1930 
when Paul Krupp opened for bu 
in a single room, with one part-t 
employee. With help from sons Rich- 
ard and Les, Paul built the company 
into the largest locally-owned dir 
mail production firm in Los Angele 

now employing 125 people in lars 
offices and plant at 228 S. Los Ange 


St. And the company |! t 


the move. Shown here is the ground 
breaking for a new wo-stor' 
which by April 

the firm's expanded operations at 

E. Pico Blvd. The 27,000-square 


Structure (at a cost of $175,000) 


building 


include a large conference room where 
the Krupps plan to hold direct mail 
clinics and establish a permanent 
west coast direct mail information cen 
ter. Breaking ground in the picture 
are (left to right) Malcom Rutledge 
president, Wilshire Chamber of Con 
merce; Nels Carter, president, L. A 
Advertising Club; Les, Paul and Ricl 


ard Krupy 
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when 
it must 
be on 


Reproduction Department, National Homes Corporation 


it should 
be on 


Atiantic Bond! 


When there’s a deadline that must be met, you can always count on ATLANTIC BOND! Here's why 


Lafayette, Indiana 


ATLANTIC BOND, the genuinely watermarked, #1 Sulphite Bond, which is first in its field for sales, 
is first in “runability”"! ATLANTIC BOND'S “just-right” bulk and rigidity mean smoother running always 
And ATLANTIC BOND is moisture-controlled for dimensional stability 


on every run—no wasted time and effort on re-runs 


assuring more accurate register 


ATLANTIC BOND is first in performance, too. It’s a better-formed, better-looking paper — impressions 


“take” better...look sharper, clearer. Next time the job calls for speed—and must still be first in quality — it’s 


good business to make ATLANTIC BOND a “must”! 


EASTERN 


- ATLANTIC BOND 

PN it-1al (om ae - | eo) —) fe 
ATLANTIC MIMEO 
PTLAMTIC OFFSET 

rR ’ ‘ WN nF We N BAN a N LL. vie ’ QUA y PtR AN 


MANIFEST BOND 
EXCELLENCE IN FINE PAPERS AT BANGOR AND LINCOLN, MAIN " NEW YORK, f 





A REPORT 


ven THe Years Henry Hoke and 
Q) I have kis ked around some 
thoughts about the reputation which 
direct mail enjoys in the halls of 
Congress. This article seeks to pass 
on to his readers some of my own 
thinking 
While there has been a growing 
awareness businessmen of 


the valuable 


adve rlising medium 


among 

uses of this particular 
the good news 
has not always reached the ears and 
eyes of U. S. Representatives and 


Senators 


Since rates of postage are deter 
mined by these ladies and gentlk 
men it has seemed to me that those 
whose livelihood depends on direct 
mail have failed to do a selling job 
whe re it has hve en most needed at 
the ¢ apitol 


Congressmen are avid readers of 
newspapers and magazines lo acet 
tain extent their voting is based on 
what they learn from the press The 
press has been ever willing to pub 
lish most of the 
leased by the Post Office Department 
The other side of 


the com 1s rarely seen, except as we, 


statements re 
on the rate issue 


with our limited resources, present 
it. All too often, the Congress in its 
hearings on the issue is unwilling to 
fully digest the arguments of those 
who would point out how the facts of 
the Department are loaded to make 
the direct mail cause look bad. The 
casual reader of statistics concludes 


FROM WASHINGTON 


by Harry J. Maginnis, /xecutive Manager 


that Third Class mail causes an an 
nual deficit of $147-million: that the 
children of the future will have to 
a total in the 
past ten years of $4.6-billion dollars 


pay for postal deficits 


Neither statement is correct. Both 
are intended to misguide If ¢ ongress 
were to buy both as Gospel and act 
accordingly, great harm would re 
sult to the American economy 

The Reporter performs a needed 
service when it seeks to show where 
direct mail is weak on the Washing 
ton front and what users of this ad 
vertising sales medium should do to 
put their best foot forward in’ the 
Nation's Capitol 


A Case Of Overbite 


Every vear | receive a Christmas 
card from a naval officer. It has been 
arriving regularly since the day he 
visited me 15 vears ago in Senator 
Robert A. Taft's office where I was 
then employed. A senior at Anna 
polis at the time, this young midship 
man was about to be separated from 
the academy. It was not because of 
any deficiency in marks or lack of 
leadership qualities but, rather, be- 
cause suddenly he was found to have 
“overbite.” His teeth did not oc- 
clude! 

Well, we fixed that one up. Speak- 
ing for the great Ohio Senator, we 
convinced the top echelon that, with 
war facing us, it seemed stupid to 


throw away an investment of ap 


Associated Third Class Wail Users 
Washington dD. ¢ 


proximately $40.000 in this young 
man simply because a remote regu 
discovered neat 


lation. suddenly 


graduation time. prevented the com 
missioning of men with unoccluded 
Of course, the top dogs 


agreed with the Senator. The young 


' 
bie uspids 


man was allowed to graduate 


I only tell this story 
emphasizes a politic al truism. Noth 


because it 


ing 1s done for the harassed consti 
tuent unless he seeks help from his 
Re presentative or Senator Vy 
Christmas correspondent would not 
have been allowed to follow a Naval 
career except for his visit to Taft 


Direct mail users and their sup 
pliers cannot expect that somehow 
somewhere, their problems will be 
considered sympathie ally in the legis 
lative forum unless they intercede 
personally or through an authorized 
spokesman It just doesn’t work that 


way. 


The Value Of Making 
Political Friends 


Possibly | can demonstrate 
point best by a comparison 

We all know that the depletion al 
lowance on oil is. and has been since 
man remembereth not, 271%. This. 
it must be admitted, is a very favor 
able concession to the oil producers 


Yet when wars have passed one 
hears no clamor for its readjustment 
downward There is not. as there is 


in postal rate making, a rising de 
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The true facts 
about direct 
mail’s political 
pulse in the 


nation’s Capitol 


mand for a full hearing on depletion 
allowance rates 

Still, if 4 or 5 percentage points 
were clipped off, the ine reased Fed 
eral revenues would dwarf the true 
postal deficit. 

The answer is that oil is powerful 
It is so awesome a powet! that full 
fledged Democrats like Senator Price 
Daniels of support the 
Republican Kisenhower on the 
GOP promise that the lidelands will 
be turned over to the States includ 


figure like 


Texas will 


ing Texas. A_ powerful 
Majority Leader im—sthe 


| y ndon Johnson 


Senate 
settles for a Com 
mittee assignment on Finance. That 
is where depletion allowance legis 
lation if any there should be 
would be referred! 


Now | do not claim that direct 


mail will ever achieve the political 


prominence of oil. (although dollar 


volume of sales via direct mail far 
exceed the $5,500,000,000 annual oil 


production ) but we do ourselves a 


disservice if we fail to realize that 


in the aggregate, we are big business 


and that as big business 


gregate (just a lot of little guys, dis 


in the ag 
persed ) we ire entitied to a von 
in our legislative destiny 

It has been five years now sinee 
| became the Washington spokesman 
for Third Class mail Those who 
know of my efforts on behalf of the 
category seem pleased with results 


but they are few indeed Mi) at 
most compared to the thousands 
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upon thousands for whom, on my 


| speak 


daily rounds 


It is imperative that all of us be 
lieve that we have a case: one which 
will stand up under the closest scru 
tiny I so believe and | hope those 
of your readers who doubt will lis 


ten and take heart. 


Phony Cost Figures 
For “Junk Mail” 


We have faced the 


It is not a new 


‘iunk mail 
libel for some time 
phenomenon In the first vear | 
served Third Class | listened to for 
mer Postmaster General Jesse Don 
aldson, in his testimony before the 
House Post Othee and Civil Service 
Committee, reiterate the claim that 
Third Class was “junk He left the 
impression with the 25) committer 
members that Third Class was a bur 
den both to the department and th 
public 


presented showed 
that it actually cost more to handle 
i Third Class piece than a First Class 


logical conclusion 


The figures he 


letter! The only 
one could reach was that postage on 
Third Class should be a minimum of 
5 1/4¢. After that hearing the bulk 
minimum piece rate was hiked 50% 
from 1¢ to L'o¢, although Donald 
son sought a 2¢ rate—an impossibl 
rate, as chairman Murray so wisely 
pointed out, while the First Class rate 


remained at 3¢ 


fen billion unsorted pieces of 


Third Class would have been dump 
ed on the department had the 2¢ 
rate been adopted We estimated that 
additional clerk 


would have been needed if bulk mail 


7 000 postal 


had been eliminated 


In addition to presenting phony 
cost figures, department aides in that 
SO-lOng- ago pt riod were contending 
that all was perfection in the postal 
Waste did not exist 


Savings could not be achieved. More 


establishment 
over, no one would admit that the 
deficit was not being truly stated. In 
those days the air mail, the franked 
and penalty mail subsidies had not 
government 
Their 
together with free-in-count 
mail for the blind 


a subsidized rural free delivery 


been transferred to the 
agencies where the \ belonged 
pre tric’ 


newspapers free 


tem and a long list of other free 


loading services, served only to create 
a balooning deficit for which “junk 
mailers’ were receiving a large share 


of the blame. 


Need For A Positive Approach 


lt occurred to me then that we 
never could have a sane rate hearing 
established a basis for in- 


In the follow 


until we 
telligent rate making 
ing vear the Republic ans carried the 
Presidency and the Congress. We 
resurrected an old piece of legisla 
lion iuihorized by a Connecticut 
- a Democrat named Leahy 
hands of the chair 
Post Office Com 
Frank Carlson of 


ho introduced and had it 


enator 
doit am the 
the Senate 


Senator 


gislation provided for a full 
vestigation of the Post Office De 
partment and the rate making mach 
\ ten-man advisory council 

At the twelfth hour 


Second Class 


is authorized 
learned that while 
was adequately represented in- the 
{ men and women already chosen 
fhird Class did not have a spokes 

im. | had not forgotten the une 
cluded teeth and the political truism 


irned earlier 


Off to Senator Taft | went. | urged 
hi Majority Lead 
er, to ask Carlson to consider favor 
ibly the name of Jack Tillotson. Si 
of Modern Handeraft, Kansas City 
VITCMU Director and 
uccesstul Third 


| 
i, then the Senate 


Viissours in 
old and 


(lass mail 


hand im 


Sone ilready ippointed council 
member (not vet notihed of his new 


ommission) was dropped and, for 


tunately for all of us, Jack was ap 
He proved lo hve one of the 


pomted 


hardest working members of — the 


ouncil 


After many months of 
council made its 
pected the 
what it seemed to be 
with the h » ol Price 
\ Co... the co 


an idjusted defen 


findings 
postal deficit was not 
Completed 
Waterhouss 
report showed 
of $16.2 million 


originally -re ported 


rrrnitlee 


waist the 


million loss! 


W aterhous« 


incremental cost 


iddition Price 
that on an 
Third 
it ihe |'oe¢ bulk rate but 
rathes making a prohit of 


(lass was not losing 


* 4 mithlion 


tinuai 


HERE'S HOW PRICE, 
WATERHOUSE & CO. 
CALCULATED THINGS 








IS THERE REALLY A POSTAL DEAICIT7 


THE 1952 REPORTED LOSS AMOUNTED TO $727 MILLION 


SUBSEQUENT ADJUSTMENTS: 
FREE TRANSMISSION OF GOVERNMENT 
























MAIL DROPPED $36.4 MILLION 
TRANSFER OF AIR MAIL SUBSIDY ae C* 
RATE INCREASES Zuo 
378.6 « 378.6 MILLION 
ADJUSTED FUTURE DEFICIT 348.4 MILLION 










PUBLIC SERVICES INCLUDED IN DEFICIT: 








FREE - IN - COUNTY $13.6 MILLION 
LOSS ON REGISTRY, INSURANCE, ETC. 38.3 = 
RURAL DELIVERY SERVICE 150. ” 
STAR ROUTE SERVICE 7.9 ‘ 
THIRD CLASS POST OFFICES 28. 
FOURTH CLASS POST OFFICES 23.4 " 





SERVICES TO CIVIL SERVICE COMMISSION _ 2.1 " 
CUSTODIAL SERVICES TO OTHER 
GOVERNMENT AGENCIES 9.3 " 
272.2* « 272.2 MILLION 


NET ADJUSTED DEFICIT 76.2 MILLION 






































THE RESULT MAKES NO PROVISION FOR ECONOMIES TO BE EFFECTED. THE 
POST OFFICE ANNOUNCED THAT IT SAVED $i01 MILLION IN FISCAL YEAR 1954 






SOURCE: PRICE, WATERHOUSE AND COMPANY REPORT TO SENATE 
COMMITTEE, NOVEMBER !8, 1953 


@ Congress has permitted the handling of vanous additional mail, either tree or at a loss, 
totaling 19 milion, These include free mai! to the blind, philanthropic mail, sale of defense bonds. etc 
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Postmaster General Summerfield. 


while adopting some of the Carlson 


Committee findings. challenged the 


report and issued one of his own on 


March 31. 1954 entitled Financial 
Policy For the Post Office Depart 
ment 

While the Carlsor Committee 


went ahead with its investigation, the 
department was urging new rate leg 
islation. Hearings were held in the 
House in July, 1953, on the Summet 
field bill. | appeared as the main wit 
Third Class 
was partially successful 
of the shibboleths about 


Third Class and the phony basis used 


ness for 1 sought, and 
in destroy 


inp Sarre 


for rate making. Congressman Hat 
old Hagen. later defeated in the 
Democratic victories of 1954. was 
largely instrumental in getting a full 
hearing for mail users 


The department hoped to push its 


rate bill through in a few days. This 
would have occurred save _ for 
Hagen’s determination that opposi 


tion witnesses be accorded a full op 
portunity to be heard 

\ rate increase bill was reported 
by the committee to the full House 
but it is significant that the l'.¢ 
minimum piece bulk rate was pre 


served All other 


advanced under its terms 


rates would have 

This suc 
if hieved if 
illowed the 


cess could not have beet 
Third Class mailers had 
legislation to run its course without 
presenting a case 

It was too late in the session for 
the department to force action on the 
rate bill, although the 
General used every forcing tectic al 
Meanwhile, the Sen 


ate Committee refused to hoid hear 


Postmaster 
his command 


ings until a House approved bill be 
came a reality 
When the 2nd session of the 83rd 


Congress convened in January of 


L954, Mr 


again in the 


Summerheld was busy 
Halls of ¢ ongress, Sul 
prisingly he seemed inwilling to get 
a Rule from the powerful Rules Com 
mittee yet this was essential for 
House 
tee-approved rate bill 

It later 


forewent this 


consideration of the Commit 
became evident why he 
necessal step Pos 


tal workers were clamoring for salary 


increases ( ongressimnet were anxious 
to grant them faced is they were 
both by the equity if the postal 


workers cause and the ming Con 


yressional elections Mi Summer 


held did not like the House Commit 
lees pay bill 

In an abortive attempt to force 
rate increases, he sought in the Sen 








FEBRUARY, 1956 


Harry Maginnis Reports 





From Washington... 





Majority 


had only 


ate to tie rate to pay. The 
Leader, Senator Knowland 
16 votes on his side when the tally 
was made on this improbable legis 
lative marriage. A pay bill granting 
approximately 59% pay increases was 
then enacted. A veto of the measure 


was angrily predicted 


The prediction was well founded 
kisenhower withheld his 
Many contend that the House and 


Senate were lost to the Republicans 


y 
signature 


because of this politic al blunder. Cer 
tainly the loss of Republican Sena 
tor Ferguson's seat in Michigan can 
be attributed to the unwise maneu 
ver. Whatever 
shift, Mr 
with much of the blame. And, unde 
finally 
received an 8.6% increase after [ke 
had vetoed an 8.4% hike 


caused the political 


Summerheld was credited 


the Democrats, the workers 


1 am not seeking to create villains 
in this piece 1 am attempting only 
to view what | consider realities 


What has occurred and 


occur are the tools of the legislative 


what may 
representative assigned the job of 
preventing catastrophe in the field of 


postal rate-making 


Certainly the present Democrat 
controlled Congress has little love for 
although 


the Postmaster General 


many will admit along with this 
writer that he has brought to the de 
long-overdue inno 


partment some 


vations, changes which required a 


modicum of daring. Politicians are 


primarily out to serve their own 


cause, believing that that cause is 


the best for the nation In Summer 
held the majority see one who is 


opposed to that cause 


Another Rate Fight Looms 


One would suspect that the Post 
master General never sees the abun 
dant political forces arrayed against 
him. No evidence exists that he in 
lends to lessen his efforts to achieve 
postal rate increases. 1956 is a new 


year, another session of Congress 
The President's 1956 message on the 
State of the Lnion thes 


drafted by his Postmaster 


contains 
words, 
General 
“The Post Office Department face 
First 
post ollice 


two serious problems much 
of ts physical plant 


and other buildings—is obsolete and 





inadequate Vany neu buildings 


and the modernization of present 
ones are essential #{ we are to have 
unproved mail services 

The second problem is the Depart 
nents fiscal plight It now faces an 
annual deficit of one half billion dol 
ars Recommendations on postal 
facilities and on additional postal 
revenues will be submitted to the 


( ONLTECSS 

There may be rate hearings in 
1956. If so, we are ready to pre 
We have not always 
heen so ready as we are now. Yet 


ent our case 


we are not as organized as we should 
be. We have not yet achieved in the 
forum that dignity 


Congressional 


which direct mail advertising has 


earned elsewhere and which it de 
serves to have emphasized in Wash 
ington 

This writer believes that the pres 
ent Third Class rates are adequate, 
that much damage will be done if 
hiked | believe that the 


convinced of that 


they are 
( ongress can he 
verity 


| believe that the day is not far 
away when we can present to public 
view the truth about the postal def 
ieit that the postal establishment, 
contrary to popular belief, creates 
more in wealth, education, good will, 
taxes, employment and communica 
tion than all other agencies of gov 
ernment combined and at a cost, 
compared to the others, that is in 


significant and no cause for alarm 


If it is wrong to sell the goods and 
services of countless Americans via 
direct mail advertising, if it is bad 
to provide employment for millions 
through its use, let’s away with it 
once and for all, not through ruin 
ous rate increases but by legislative 
act removing it from the mails for 


evel 


That presumes that direct mail ad 
ertising is “junk”, The presumption 
has, through the valiant efforts of it« 
much headway 


detractors gained 


\re we to sit by and let it happen? 


l. for one, intend to remember 


the overbite of my naval ofheer 
friend. | will be here, day and night, 
for better or for worse, singing the 
praises of direct mail. But it would 
be mighty helpful if we could get 
more direct mail users to join in the 


chorus 
















Reporter's Note: We introduce this month with great pleasure, a new 
We've been watching Bill Sears for a number of yeors 


for these pages 
is. Always 
and originality 


want to keep them around the desk rather 


pestering Bill to write something for readers of The Reporter 


Seventeen Good Resolutions For 1956 


Sears, ©“) 


mer Institute 


ho 





when he writes to us about this 
it is not often you find just ordinary business letters so intriguing that you 


than stashed away in a file. So 


YOUR DIRECT MAIL 







CAN BE SUCCESSFUL, 


writer 





face and a new writer 
by letter, that 


or that, his words have sparkled with wit 


we've been 


Anything. Just so you could 


have his thinking about direct mail. He finally succumbed and rushed this to us 


even though he was on the point of leaving for a vacation in Texas. Bill 


@ seventeen point program for improving your 


has given you 


direct mail. An important program. It's an 


ideal followup for the feature study in January which represented the collective conscience 


of direct mail people. This article gives a picture of an individual 


mail writers. To identify Bill Sears correctly 
National Fformen's institute 


job involves writing for 


industry vie direct mail, plus a field force. Bill 
of Ukranian extraction porents. After three 

Relations) he attended and received a B. A 
Later attended Northwestern University specializing in Advertising and Marketing 


advertising 
Before joining National Formen’s Institute 


jobs for various Texas commercial organizations and agencies 


be 


Bureau of Business Practice, New 


conscience for all direct 
labels himself as just a copywriter for The 


London, Connecticut. His 


and promoting sixty different services or aids sold to business and 
was born in Chicogo, Illinois (March 4, 1918 
years in World War Il 


Corporal in Public 


degree from University of Texas (major 
September 1954 he tackled various writing 


including free lancing 


of his own. That's his brief story. Now read his stuff. And girls, he's a bachelor! 


AVE ANY FUN and stimulating 
| | challenges with your direct mail 
lately? Learn anything new or reneu 
anything old in °55? Got all the an 
swers now? Is your Direct Mail now 
formula-proof and automat (Say, 
Herman, how are things in Glocca 


Morra f) 


Or, is your direct mail approach 


jaded falling a little flat and 
not as successful as it used to be? 
Are vou wondering what's lacking 


whats happened to the ol cre 


ative spark 4 


Read the 


you re tired 


following lines M“ hen 
some of the thoughts 
subconscious 


may slither into your 


They re 
ree unless you 
My nu resolution im to keep 


all my money tied up im cash 


mind yours absolutely 


send 


preter to 


money 


Your direct mail can become more 


successtul, if eee 


. You keep filling your creative 
or management well of ideas: 
Did you read at least 10 new books 
fiction or nonfiction—in 1955? For 
here's some starters: The 
Market (by the 
editors of Fortune}. What Makes 
People Buy? by Donald Laird (Me 
Graw-Hill), How To Make Your 
Living In Four Hours a Day Without 
Feeling Guilty About It by William 
J. Reilly (Harper & Brothers), Pogo 


example, 


Changing American 


Pageant (Simon & Schuster) and 
others 

If you secure but one new idea 
from ear h book you read, you've 


added just a bit more to your filling 
pool of knowledge. 

What trade or consumer publica 
regularly? You 
say, “Il have no time.” You mean you 
have no time for new adventures, 
new ideas and new experiences to 
. to make you 


tions do you read 


spark your thoughts 


a 
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more valuable to the company and 
to enhance your creative imagineer 
ing. When is the last time you re 
read your old books dealing with the 
mail? 


this thought, one embryoni« 


basics of direct 


Regarding 
| opy 


= | hose books are 


lesson this 


remarked, 

What a copy- 
writer will learn in the months ahead 
and what 


writer 
corny! 
hundreds of direct mail 
short cuts are now available at her 
finger tips That's the pathetic 
thing. 


| eee 


.. + You begin your efforts with a 
salable product or item: Your best 
copy directed to an ultramarket won't 
sell your product (or service) if it 
utility 
feature or value. It took our com 
pany exactly one year to find this out 
the hard way Yes, we 


does not definite 


possess a 


have a few 


“turkeys” in our publishing barn 
yard. However, on the other hand 
take good copy, a good list, and a 


good product (or service) and you 


will constantly ring the sales bell 


An advertising agency in Fort 
Worth features a slogan that can be 
applied to direct mail planners. That 
is: “Don't outspend your competi 
tion, out-think them.” Anybody can 
dump 10,000 pieces of direct mail 
(Juantity 


will never take the place of quality! 


into the outgoing pouches 


... You take time to evaluate your 
objective: Are they for prestige, im 
mediate sales, opening the door for 
your salesman, subscription renew 
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als and the like? Example: helping 
your field sales force by qualifying 
You create test mailings 
“unknown” facts 
This infor 


prospects 
to cement some 
The tests are successful 
mation is given to the sales mana 
rer. He in turn will pass it along 
f In effect, what 


rorce 


to his sales 


you are doing is informing the sales 
man not to call on prospects = 
and | 
D and | 
ier by 50% 

An intelligent, productive salesman 


but to call on prospects B. 
You've made his job eas 


considers direct mail his silent as 
sistant. He is grateful and values it 
as a working tool designed for his 
henefit 

| eee 


. . You give sincere thanks to your 
Creator for your multitalents: Where 
do you think you got your creative 
well your gifts of expression 
and flashing ideas in the first 
place ? Remember the Good Book 
parable of the servant who didn’t use 
his talents 7 


af... 


You become the master of 
statistics: They can be deceiving or 
helpful, depending = on how you 
analyze them. 

CASE HISTORY \ 
mailing dealing with a subseription 
item only pulled 4 Pretty 
sad. eh? But the 4 orders equalled 


a »C break-even 


,tMM) piece 
re plie . 


%o veturn, with the 
point being 4% 


Hf... 


You give credit where credit is 
due: No man is an island unto him 
self. Or, let's put it this way: one 
(we'll give him a 70% 
handle the job from 
creation through fulfillment. Another 
IG will 


copywriter 


rating) will 


copywriter par value 
call on his layout artist, list man 
and the accounting department 

all willing to share their talents. As 
sume their combined talents = are 
equal to an additional I% increase 
Which copywriter do you think will 
have the best results fake advan 
tage of the talents that surround you 
he want to help 
Share 


Thank 


suc eed 


Lean on people 
make your job successful 
your success with them 
them They can help you 
and bat 75 to 85% on your mail 


ings. Will you settle for 609%)? 
Bf... 
. You determine your objective: 


Ours was to determine if a 3-part 


FEBRUARY, 1956 


sales program could be sold via 


mail. Individual subscription mail 
ings were successful. 

CASE HISTORY: 3 separate mail 
ings of five thousand each to sales 
managers. All mailings identical with 
Mailing #1 had 


} samples, mailing #2 had 1 sample, 


sample exceptions. 


mailing #3 had none. The 3-sample 
mailing brought in a thousand dol 
lars. The one-sample mailing—five 
hundred fifty dollars. The no-sample 
mailing—one hundred ninety dol 
lars 

Iwo major points were se ured 
from this test (A) The sales pro 
gram could be sold by mail (B) 
The one sample mailing was the 
most productive as cost per thousand 
pieces was 50% lower than the mail 


ing with three samples 


You merchandise your direct 
mail: If at all possible, copywriters 
should be exposed or trained in the 
field of merchandising. Experience 
with advertising agencies or manu 
facturing invaluable 
Merchandising is nothing but a 50 
cent word, which means your piece 
can do 3 or 4 things and still not 


letract from the original purpose of 


companies Is 


your mailing. 
CASE HISTORY 
service offer to office managers and 
incorporating allied related items, 
booklets, books, posters, etc. these 
can be in the form of a stuffer o1 
circular. You'd be surprised at the 
number of extra dollars that plink 
into the company till using this ap 


A subs ription 


proach. Save your company money 
by not stuffing on nonrelated items 
going to office works 
managers, or top management itself 
You insult their 


definitely hamper your original ob 


managers, 
intelligence, and 


jective 


... You create a special letter to a 
particular market: The extra effort 
pays off. 

CASE HISTORY: One letter was 
sent to two types of wholesalers 
rated in different income brackets 
The top-rated firms pulled a 6.6% 
return while the lower-rated firms 
pulled a 2.2% return. Naturally, on 
the basis of these tests, all efforts 
were directed to the top-rated firms 
Another  test—title 
house list of sales managers 
1.29%. A second outside list 
slugged to titles 


slugged to a 

pulled 

again 
Oo, 


pulled 1] "/e 


Previous mailings to individual sales 


, 


managers pulled from 2.1 to 440% 
ontinues 
hook 


the past plugged one book at a time 


Our testing 

The company mailings in 
in its stuffer program. We are now 
plugging 3 to & books in. similar 
mailings with good results. Or, let's 
put it this way: when you are shown 
6 ties, dont you select one or more 
of them? Or, if your wife is shown 
6 blouses or dresses, isn’t she more 
than likely to buy at least one of 


{ You should be so lucky!) 
BE cece 


You try the unconventional 


for a change of pace: Inject 
some natural humor into your mail 


them 7? 


ing where humor can be wisely em 
ployed Don't force your humor. It 
will show. For example, if you are 
creating a renewal series (magazines 


subscriptions, etc.), 18 af necessary 


for a long-winded sales spiel? Re 
member, the customer was sold on 
your product, service, magazine, in 
the first place remind him 


Simply 


with your well-chosen words how 
invaluable your item has been 

ind will be in the forthcoming year 
Your customers—and_ they're quate 


intelligent— will take itt from there 
| 
. You expand your world beyond 


the walls of your office: 


copywriter should be more than just 


loday's 


a spinner of words and headlines 
He should he the 


to-be completed job from beginning 


visualizer of any 


to end. How will it affect producs 
tion, fulfillment, the sales forces 
your accounting and subs ription 
departments ind most important 


the customer ? 
me ee « 


You're considerate: Give your 
production and list departments and 
your other suppliers, ample time t 


completely deliver your quality -de 


sired job If and when vou ery 


wolf they will come to yvour rese ur 


if you haven't abused the privilege 
| ee 


. You share your knowledge with 
others: It would be a sad world if 
everybody hoarded theists 
rets or didnt lend a helping hand 
think how 
have helped you up the ladder of 


trade ses 


Stop and many people 


success with their freely-given time 
talent and experience If you're a 
self-made man, look in the mirror 
and convince yourself of your self 


sulliciency 








SMOOTH 




























































With the use of Cupples 
Personalized envelopes. Get 
your mailings off to a good 
start! Dress up your envelopes 
— pull additional returns. 










Color and design can and 
do make sales. You use them 
on your inserts — why not your 
envelopes too? Our Art Depart- 
ment will welcome the oppor- 
tunity to design a Personalized 
envelope for you. 


’ 
upples 
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SALES OFFICES: PHILADELPHIA « BOSTON © WASHINGTON 


envelope co., ne. 


360 Furman Street + Brooklyn 1, New York 









Bf... 


. You lay it on the diplomatic 
line and ask for assistance: 


CASE HISTORY: A 2-page ques 
tionnaire was mailed to all the 
readers of a trade publication asking 
for thei help in a research project. 
It was designed to ultimately benefit 
them as well as the magazine. 

Result Ihe final return totaled 
22.5% This gave groping for-facts 
management a completely new out 
look on what their florist subscribers 
sold pur hased yearly mMcome de 


rived, money spent on advertising 


... Your planning is all-embracing: 
Whether you sell abracadabra pogo 





sticks or zinnia seeds, you will suc 
ceed in your direct mail efforts if you 
use only sincere words, the best 
hist good product or service wise 
selection of color and paper and lay 
out. Call it “overall planning’ 
Naturally, always make good on the 
promised henefits. If you can't de 


liver, dont promise 


Wf... 
You observe people: Try to 


creep into their grey-mattered cells 
Be curious (Other people are 
nosey!) Listen to them as they talk 
on the train or subway Study their 
faces' Why do they laugh at a 
movie scene when it leaves you ab 
solutely cold? Write to people, visua 
lize them, feel their pulse, under 
stand their problems give them logi 
cal reasons for buying your product 


or service. Cuarantee your product 


BE cee 

. You have a zest for your job: 

The late William Allen White 
aptly expressed this positive thought 
you might enypoy 

‘| have never been bored an hour 
in my life. [| get up every morning 
wondering what strange glamorous 
thing is going to happen and it al 
ways happens at fairly regular in 
tervals. Lady Luck has been good to 
me, and | fancy she has been good 
lo everyone Only some people are 
dour, and when she gives them the 
come hither with her eyes, they look 
down or turn away and lift an eye 
brow. But me. | give her the wink 


and away we go 


Whether your direct mai! is sue 
cessful simply depe nis on yol 
Vou pardon me Im geing a-test 


ing. Gota problem! 
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“Learn what's wrong as well as what's right 


TO IMPROVE YOUR WRITING 
... BE A COPY CRITIC! 


by Len Holland, Direct Mail 
Mer., Popular Merchandise ¢ 


copy writing 
really 


Want to keep your 
talents sharp? Then cast a 
critical eye on the direct mail pieces 
that land on your desk at the office 
and in your mailbox at home. 

They’ ve been produc ed by “pros”, 
guys and dolls who get paid (and 
paid well, | hope) for creating ideas 
and/or images that impel their read 
ers to part with their hard-or-other- 
So. absolutely 


wise-earned dinero 


free and for nothing, you've got a 


golden opportunity to peruse the 
scintillating output of these gifted 
scribes. You can learn from them 

and learn what's wrong as well as 
what's right. | know 
been scrutinizing plenty of direct mail 
lately, and not all of it is what you'd 


expect from the brains of the afor- 


bec ause I’ve 


mentioned pros” 

Like me, you'll find yourself say 
ing, in one case: “This is a good 
letter” and you'll instinctively 
analyze it to understand why it’s 
good, what makes it tick . and 
click. 

Then you'll pick up another piece 
“What a horrible ap 
proach!” or “Who do they think 
they re kidding?” or perhaps some 
thing as mild as 
And you'll probably proceed to re- 


and growl 


“Dp 
Poor punctuation. 


write parts the way you feel they 
should read 

jut whether you find flaws or 
virtues, your evaluation will help 
keep you constantly aware of com 
mon pitfalls to avoid, and of desir 
able elements to include, in your 
own copy. 

Just to give you an idea of what 
you re likely to experience when you 
fascinating role of Copy 


see how | reacted to mail that 


play the 
Critic, 
crossed my path recently 
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1. McCall's subscription letter 
stock 


with this easy-to-read eye-catchet 


printed on newsprint opens 


We are using the cheapest paper th 
lowest postage the fewest words 
lo offer you the best reading at the 
smallest cost the greatest WeCa 
value ever! 

The same letter winds up tersely 
with: 
But you can get these issues at HALI 
PRICE if you act at once! You needn't 
send any money now, unless youd rather 
We can bill you later. Just O. K. the en 
losed card no stamp needed ind drop 


it in the mail right away! 


Comment: Fine tie-in of format 
with message. Tells the story almost 
at a glance. Asks for action, with no 
words wasted. 


2. From a sales letter of a mail 
order firm: 


So you can easily see why the supply 
is necessarily limited and why | a 
restricting this offer to just a few of n 
own very special friends By return 


ing the enclosed priority order form in 


the enclosed prepaid envelope, I will re 
serve one ot these (name of product) 


to be sent to the child you love, ete 


Rather involved. Who 


is returning the priority card? Grant 


Comment 


ing that the reader will understand 
that she is being asked to return it, 
there is no excuse for sloppy writing 


° 
3. The Penny Label Co. highlights 


key copy points by encircling them 
in red in the body of its letter 
Comment: Effective way to get fea 
tures of your story across in a jiffy 
kven he who reads on the run can 


not escape them. 


4. A handsome 4-color self-mailet 
of a men’s shoe shop pulls a switch 
by printing its corner card in the 
upper right hand corner where post 


age indicia should appear 


Comment 
mat O.K 


stead of a printed indicia or metered 


Copy and general for 
but poorly designed. In 





Len Holland... 


Reporter's Note: Here is ao good idea for 
some of you direct mail plonners ee 
pecially beginners. The real pros do it all 
the time. Watch your mail. Get on a lot of 
lists. Then stort on orderly methed ef 
criticizing or analyzing everything thet 
crosses your desk. Len Holland, direct mail 
manager of Popular Merchandise, 123 Sun- 
rise Highway, Reckville Centre, New York, 
tells in this report how he manhandles his 
incoming mail. Should give you plenty ef 
ideas for playing the game. If you went te 
contact him, his home addres is 549 Allen 


Road, Woodmere, New York 











postage, piece carried a 2¢ stamp 
Why pay one-half cent extra postage, 
plus cost of affixing stamp? 


5. Household magazine's pitch for 
advertising contracts concludes with 
“Do it today’ then adds this 
final plug 
HOUSEHOLD 's 2% million home-families 
can heip make 1956 your best mail order 
year! 

Comment: Good all-around letter 
building up to a strong plea for a 
tion and that last paragraph gives 
the reader an extra “sock” and food 


for thought 
+ 


6. Here are some extracts from 
a stock subscription offer 


Blank ¢ orporation of America announces 


a proposed program, et intends to 
produce and invest in, ete It will 
attempt, et expects to offer to its 


stockholders ete 


Comment: An honest presentation 
but certainly doesn’t inspire confi 
dence. The words I've italicized are 
more likely to create doubt than en 
thusiasm. Bet this offer flopped sad 
ly 

= 


7. From a national magazine's ad 
vertising promotion letter 
We have every good reason to believe that 
Blank Magazine will be an effective ad 
vertising medium for your summer pro 


ducts 


Comment: What “we” think doesn't 
count. How about making the pros 
pective advertiser feel that he has 


“every good reason to believe, et 4 


8. Extracts from a Star Typing 
Service sales letter 
You're never left holding the hag 


If you want service on the double 
It's part of their job to be there pront 


Comment: Slang is colorful and 
eflective when used tastefully and 


with restraint. 


9. From a shelter magazine s bid 
for advertising 
Lilective with the April 1956, issue of 
Blank magazine, a new echedule of rates 
for Blank Shopping Section will go into 
effect 

Comment Italics are mine—to 
show how these italicized phrases 


repeal ear h other 


1 would like to suggest that you start 
your new year off by planning your ad 
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vertising schedule to take full advantage line single-sentence paragraph! And 
of our, etc 





it sounds like the soporific chanting 
Comment: Well, if you'd “like to of old Senator Windbag 

suggest,” it's O.K. with me—go right * 

ahead and suggest. But why beat » 

around the bush? Why not stand up 10. Reader's Digest 

like a man and tell me to advertise 








seeking sub 





scription representatives to “earn 





extra money by representing the 





in your magazine and, more im 


portant, tell me why? Reader's Digest in your community.” 





winds up as follows 






[ want to take this opportunity of ex 







pressing my thanks and | would like I think you'll enjoy this. There's some 
to extend my best wishes . thing very warmly satisfying about how 
ople welcome you in werson or by 

Comment: Blah. blah, blah! Be oe ' 
“ phone, when you can say “I represent The 
lieve it or not this is a 67-word, six Reader Digest And the money is good 





Why be limited to offset repreduction? __— 





MODEL 241 
equipped with 
NEW CONTINUOUS 
LOAD FEEDER 





IDSON DUAL-LITH 
does more for you f 


DAVIDSON CORPORATION 
A Subsidiary of Mergenthaler Linotype Company 
29 RYERSON STREET, BROOKLYN 5, NEW YORK 


Orstrbutors in all principal ones 


















YOU'LL FIND ALL THE ANSWERS TO YOUR REPRODUCTION QUESTIONS IN 











Text set in Linotype © Headings in Prolype 
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letter of a men’s hat retailer 






we have the pleasure 1 the ‘ vou ¢ weeks 
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Imprint brochures, book- 
“Oson pus” lets, cartons — even odd 
shapes and heavy materials — easy as 1-2-3 with versatile Model 
241. New continuous load friction feeder, with its own diagonal 
feed conveyor board and spring jogger for accurate register of 
each piece, handles any imprinting job speedily. Use rubber plates 
or Linotype slugs in this new letterpress application made possible 
by exclusive Davidson 2-Cylinder Principle. And Model 241 gives 
you even more — bank-note quality numbering, and simultaneous 
numbering and perforating. Gripper bar chain delivery gives con- 
stant, positive control. Steel feed rolls automatically adjust for 





different stock thicknesses 

it’s also easy to perform finest quality offset, simul- 
taneous two-sided lithography, Davengraving, dry offset, on sheets 
from 3’’x 5” to 10x14", on a wide range of stock. Envelopes, 
too! 6,000 impressions per hour at normal operating speed by 


any process you choose to use. 








« 


29 Ryerson St., Brooklyn 5, New 
_ 


Send Question & Answer Booklet 


Send Attachments Catalog 





Nome a 
NEW QUESTION & ANSWER BOOKLET Jim 
: City Zone 









too. Give it a t won't you? You've Comment: These are bewhiskered 


expressions that | usually abhor, 


gain 
perhaps they are 
Comment: Short sentences, short otherwise commendable letter because 
paragraphs conducive to smooth, easy they are in keeping with the 
reading. Friendly conversational servative character 
style plus deliberate low-pressure this fine. long-established shop. 
“sell create an appealing warm at 
mos yhere. 
e 12. A_ national 
with 
11. From a Christmas season sales It costs nothing (except : 
your time? to read 


doesn't cost even that 


May we call your att May of the Blank letter 


odd shapes 


TT deel 
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DAVIDSON CORPORATION 


Arrange a demonstration in my locality. 


Stote 


eae ee ee eee eacann ~ 


* 


* 
<<< eee eee eee ee eee ee 





Comment: Easy now! Can any 
thing cost less than nothing? You 
stopped me cold—and left me cold 
right here. 

7 


13. A well-known business publi 
cations letter offering a special serv 
ice for executives, concludes: 

We are convinced that a few minutes of 
your time right now can be the most 
mportant you have spent in a long time 

Comment: Who are you to sit in 
judgment of my time? And what does 
it matter if you are convinced? I'm 
the one who must be ConmvVine ed he 
cause you re asking me for an order 
Oops! on second thought, maybe 
I'm wrong. Come to think of it. you 
never did ask for an order. Not a 
single word about ordering in_ the 
entire letter. How can you pet orders 
if you don't ask for them? 


s 
Well, there you are. If you develop 


the habit of appraising all your mail 
as | have done you | improve your 
chances of being “on the ball” when 
you do your own writing of when 
you edit copy that is submitted to 
you for approval. Try it no obli 
ation no money to invest 


Start today! bd 


“PUTTING WORDS 
TO WORK” 


Some sound advice on letter writ 
ing is contained in a booxlet pub 
lished by the Amos Tuck School of 
Business Administration, Dartmouth 
College, Hanover, New Hampshire 

Authored by professor Herbert 
Morton, the booklet it tithed Puttin 
Words To Work a summary of 
what business has learned about 
writing Professor Morton says that 

Actually the gobbledy gook that 
writing counselors decry—the wordi 
ness, pompousness and disregard of 
the ‘reader over your shouldes are 
merely symptoms. Often the cause of 
bad writing is the failure to think 


The professors analysis of busi 
ness writing (with advice for im 
proving it) makes a good text for 
copy writers 


Putting Words To Work is one of 
a series of booklets on business and 
economic issues being surveyed by 
Amos Tuck School experts They 
are being published under a grant 
from the Alfred P. Sloan Founda 
tion 

You can get a free copy of pro 
fessor Morton's work by writing to 
Dartmouth 
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Has the PO. over stepped its bounds 


on the interception of mail? 


You Can Help On A 
Study Of Postal Laws 





Reporter's Note: As previously reported in 
Shert Notes (November, 1955 REPORTER) the 
institute of Legal Research of the University 
of Pennsylvania low School hes embarked 
on @ most difficult study of Postal (and other) 
Lews dealing with the interception of the 
mail, This is perticularly timely, for the 
Post Office has recently been overruled by the 
courts in their efforts to ber or intercept 
certain mogatines. Some of us feel thot the 
Post Office at times hes overstepped the 
proper bounds in declaring metter unmeail- 
able becouse, in the opinion of one man, 
it conteined pictures or wording rubbing 
this man the wrong way. Of course, we are 
all eppesed to vulgarity of obscenity 

but the present lows ond regulations should 
get further study and analysis. Seo the 
DMAA, through attorney Hy Herman and 
THE REPORTER, has offered to cooperate 
with the University study. We offered to 
print an explanation of the project 
headed by professor James C. N. Paul, 
director of the Institute of Legal Research; 
end Murray |. Schwerts, Philedelphia at- 
torney. Here it is 





Publishers 


educators, research and religious ot 


journalists, librarians 


other persons of 


ganizations and 
groups who may have been affected 
by interception and impounding of 
their mail are being requested to 
submit information about their ex 
periences to the Institute of Legal Re 
search of the University of Pennsy!l 
vania Law School, which is endeavor 
ing to build up a “case file” of such 
incidents 

The Institute is engaged in a study 
of the operation of the postal and 
other laws which have been con 
strued to render nonmailable that 
matter which: (1) is deemed inde 
cent of obscene: (2) contains any 
defamatory of libelous imputation on 
ils envelope or wrapper, (3) tends 
to incite murder, arson or treason 
(4) is deemed to be “foreign political 
propaganda” mailed in violation of 
the Foreign Agents Registration Act 
(The Bureau of Customs cooperates 


with the Post Office Department in 


enforcing these restrictions with re 
spect to matter coming from abroad.) 

In charge of the project are Pro 
fessor James C. N. Paul, Director of 
the Institute of Legal Research, and 
Murray L. Schwartz, a Philadelphia 
attorney. The professional experience 
of both includes service as law clerks 
to the late Chief Justice Fred M. 
Vinson 

An advisory board to the project 
consists of Mrs. Edward Macy, im 
mediate past president of the Na- 
tional Board of the Y.W.C.A.: Edwin 
1). Canham, editor of the Christian 
Science Monitor Charles Horsky. 
Washington attorney and author of 
the recent book, Washington Lawyer: 
Henry Brandis, Jr.. Dean of the Law 
School of the University of North 
Carolina: and Professor Stephen K. 
Bailey, Dean of the Woodrow Wilson 
School of Public Affairs at Prince 
ton University 

The purpose of the Institute’s pro 
ject is to study the content of these 
laws and to examine the methods 
and procedures by which they are 
enforced. The study is expec ted to go 
beyond mere technical, legal analysis 
of the substance of these laws: it will 
seek to find out how they are being 
administered, who is being affected 
by them and in what way. 

The Institute is seeking to elicit 


Whether 


the reader has had any experience 


the follow ing information 


in connection with the enforcement 
of} these laws: ij so, the nature of the 
expertence including the particular 
materials involved and the outcome 
of any proceedings seeking revieu 
of the enforcement action: and the 
economic or other effect of such in 
terception 

Professor Paul urges anyone read 
ing this story who possesses relevant 
information to forward it to him at 
the Institute of Legal Research of the 


University of Pennsylvania Law 


School, 3400 Chestnut Street. Phila 
delphia, Pennsylvania. The institute 
has announced that it will respect 
requests that any portion of su h 
information be considered confiden 
tial 

Professor Paul emphasizes that the 
Institute will publish an objective re 
He hopes this 


port of its findings. 
“under 


report will be in a form 
standable to laymen as well as law 
yers” 

“should be 


of parti ular interest to publishers, 


“This report,” he says 


librarians, journalists, educators, and 
in fact to all citizens concerned with 
striking a proper balance between 
the maintenance of liberty on the 
one hand and order and security 
on the other.” 

The study is being financed by a 
grant from the Fund for the Re 
public, Inc., a non-profit and in 
dependent corporation endowed by 
the Ford Foundation, which has pro 
moted many studies in the field of 
civil liberties. 

In his recent announcement of the 
grant, Dean Jefferson B. Fordham 
of the University of Pennsylvania 
Law School (of which the Institute 
is a part) noted: “Some of the issues 
to be explored are controversial. The 
Institute will neither ignore the con 
troversy nor will it approach the 
study on any basis other than gen 
uine detachment. The study will at 
tempt to learn more about the statu 
tory authority of the Post Office and 
other agencies, the investigative 
powers, and the practical problems 
confronting Government officials who 
have been charged by Congress with 
the important job of carrying out 


these laws 


Reporter * Added Note In other word 

Professor Paul would like to have letters 
from DMAA members or Reporter readers 
who have had experiences with the Post 
Office on these problems. He'd like to know 


if you can answer these three questions 


1. Have you had any experience in con 
nection with the enforcement 
which we are studying? 


2. If so, could you briefly deseri 


be the 


describing f 


nature of this experience 
possible, the particular materials involved 
and the 
either 


or judicial 


outcome oft any proceeding» 


ormal or informal, administrative 
seeking review of the en 
forcement action? 

$. We would appreciate it if you would 
submit any comments, views or suggestions 
concerning the problem which our 1 
search project is studying 

If you desire, Professor Paul w 


any portion of your anewer as conhde 


THE REPORTER OF DIRECT MAIL ADVERTISING 








THE CLEANUP 


IS HERE... .\ WESTERN EMPIRE 


i * Pat The Brand of Superior Service 
what direct mail peopl thinking E ; ~ 
Ww in Direct Advertising 


about you probal noticed that 
many people were worried about 
frauds, misrepresentations and other a pe ee ee 
shady tactics which ( aking the Western Gualve = 
public skeptical of 
hurting all legitin ‘ ( mal 
Put dows , i alor MASS MAILINGS—TO OCCUPANTS DIRECT MAIL 
ul crac mows are co ec a aiony 
ae Maw aed tite een a aon COUPONING—BY INDIVIDUAL SPONSOR GENERAL MAILINGS 
Is glad to see them CO-OPERATIVE COUPONING MAILING LISTSCOMPILATION 
We are following most carefully COUPONING—"BRANDS YOU KNOW AND MAINTENANCE 
the monthly bulletins o hy tor il SAMPLING—BY MAIL CONTESTS 
Better Business Bureaus osto} 
BBB y t last f Ht PREMIUMS—BY MAIL POINT-OF-PURCHASE 
95D was at last successtul in getting 
the Post Office to act in sing up 


one of the most irritatir ind netat 


REFUND OFFERS MERCHANDISING 
DISTRIBUTION --HOME-TO-HOME 
ious schemes in the countr 


All of you probab remember th 
advertisements of the National En 


ait See. ex te Wetnee WESTERN EMPIRE 


Information Corporatior offerin 
large profits to hom pists if th DIRECT ADVERTISING COMPANY 


would send | for information ob 612 Howard St, San Francisco 5, California sd Phone GArfield 11-6500 
suckers then found « the had 

buy double post i ‘ j wel 
supposed to sell dog ime plates NEW YORK CHICAGO HONOLULU 


For the beat buy. check with 


SALES OFFICES 


» be s he to do the typing 
he buyers had ‘aie. East 44th Street 333 No. Michigan Ave 1009 Waimany Street 


furnish the postage ! then were 
Chicago |}, Ill Honolulu 14, Hawaii 





supposed to vet a con on on the 
hoped for sales The operator of this 


scheme alarmed 1 lot o | ope hy 














proclaiming himself i i member 


of the Direct Mail Advertising Assn ~~ you sell by mack 


The attorney for the DMAA di | Z x a 
manded that this identify ition bye A R | here sa tip from the 


dropped, but thousands of womer experts to profitby... 
throughout ihe count were d VV) Ra kK 
frauded T hie oper tion became aa) 


large (somewhere around 30.000 1 


plies a week) that the promoter tried Mony of the cour ‘ st success 

lo get several lettershop to take overt ful mailers (large and smal sk us for our 
> list me dator ef . 

the fulfillment operations But ead eorer dearer ~ before making up 

, L their test schedules hey know from expe 

thanks to the alertness of off ‘ slence thet we ea elo them obtein the 


the Mail Advertising ‘ ! most responsive ts for thew direct mai 


i offers 


the lettershops i ; i , 

Finally, after a numb of year ' ‘1 & Sines emine enn — f= 
of protest the Fraud Di the 6 ~ yp Pane erm the asking. Simply return the coupon below 
Post Ofhee De partment brought a¢ J arts t ntr from > naar ope y( mplete details about 
tion against Edward S. Lindo and ones ee ; neal a rng Say eae ee 
several other names under which le Raymond Lufkin 
did business. such as Albert J - 
Cyr. Richard ¢ Ki 
tional Engraving Compat nde 
Bicorp Bico. B.L.C.O.. Richard Ka 
Various addresses were used, such as 
131 Belmont Street and 143° Bel 
mont Street. Belmont: Be 9. Water 
town: Boston 72. Mass 


After the Post Oflice | if t pollo” TURN Somith 


fraud action, Mr. Lis 


fidavit with the Post Office part p pe NAMES RB 
ment agreeing to ma na . 
INTO $$$“ 


1956 “SEE BACK COVER” 
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Advertising Plans 
l Des gn by Mail 





PHONE Notional Council of 


SPring 7-7460 Mailing List Brokers 


cee woes wesw eee aeeses ee 


witts MADDERN, inc 


215 Fourth Avenve, New York 3.N Y 











Please send ws complete deteils ebewt more 
responsive tiets fer eur direct metl or meri 
order wee 

Nome 
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Rédrens 
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CUT YOUR 
MAILING 
COSTS! 


WITH THE 
MODEL 
No. 6 


This portable table SAXMAYER 
Model No. 6 ji especially adapt 
ed to ti letter mail also ae 
signed for general purpose tying 
of bundles in any 
6” high 


justable legs and 


equence up to 
without adjustments Adl 
casters ivail 


able at a emall additional cost 


All SAXMAYER tyers are noted 
for SAFETY automat 
SIMPLICITY ll 


working parts are interchangeable 


releases 


where needed; 


not only attractive in appearance 
but also EFFICIENT fully aute 
matic, speedy, firm, non slip ties 
economee al in twine and time Let 
us prove it on our trial basis 
Whatever your tying problem, ther 
is a SAXMAYER model to meet 
it. Write us for details and litera 
ture 


DEPT. A 


NATIONAL 


BUNDLE TYER CO. 
Blissfield, Michigan 











DIRECT MAIL 
SALES REPRESENTATIVE 


One of the intry’s leading « 
mail compante ffers excellent « 
portunity t nan ‘ nm dire« 
or related fiel lop and 
large-volume bu . wit? 
tional advertiser mn New Ye 
area. Give complete detail 
experience and edu 
letter Your repli 
suree 
The Rep 


Garden (€1} 











ele 
Offset repros and mailings 
re ‘ eR A 


Me hicag 








continue the business. He also agreed 
to return any mail or remittances and 
to announce the scheme had been 
discontinued. That was his entire 
punishment after reaping a harvest 
of dollar bills from victims all ove: 
the country This reporter agrees 
with the final observation of the 
Boston BBB: “An unfortunate fact 
regarding the scheme is that it took 
so long te put an end to an obvious 
and blatant fraud. And that Lindo 
got away with such a light punish- 
ment.” 

Other cases have been previously 
mentioned in The Reporter. Those 
mailings of unordered religious ar 
icles have been entirely stopped in 
Viami 

The operator of a similar racket 
in Pittsburgh has been indicted but 
continues his mailing while out on 
bail. The Chicago operators of un 
ordered merchandise charity schemes 
are under indictment and there will 
be more to report on them later 

Most of these cases were finally 
brought to a head on account of the 
complaints of people in the direct 
mail business Many of the com 
plaints filtered through The Reporter 
office to the various branches of the 
BBBs with which we cooperate We 
think it is important for all readers 
of The Reporter to be on the alert 
for frauds and misrepresentations. 
Send the evidence either to us, to 
your local BBB (which you should 
be supporting) or to the local postal 
The rackets are not over 
by any means. They keep cropping 
up with alarming regularity. 

Vote; If someone in authority does 
not do something real soon about a 
which in- 


inspector 


certain pencil company 
creases the size of each order and 
then tries to collect for the “over- 
shipment” by proc essed form letters 

we are going to give the whole 
story in The Reporter (even though 
the culprits may be members of the 


DMAA}! 


NASTY NEWSPAPER 
NAGGING STILL WITH US 


What's wrong with the newspaper 
owners? In spite of glowing reports 
of increased advertising revenue in 
1955 and predictions for even greater 
growth in 1956... . the small minds 
in management and editorial offices 
continue to attach direct mail when- 
ever there is a good opening. 

The past pre-Christmas season saw 
a deluge of editorials and obviously 


planted syndicated stories We re 
ceived clippings from all over the 
map ... with indignant letters from 
ri orrespondents. 


For instance, the Wyandotte News 
Herald of Wyndotte, Michigan on 
December Ist screamed in its fea- 
tured editorial “Season for Junk 
Mail Here!” It bemoaned the lot of 
the poor postman, staggering under 
the load, who is quoted as thinking 
“He knows how 
public feels about its acceptance 
junk for the wastebasket.” 

This editorial like many 
tries to shift the blame for postal 
“deficit” on Third Class mail, over 
looking the fact that their own Sec 
ond Class subsidy is the real cul 


a majority of the 


others, 


prit. 

One of the most widely-circulated, 
year-end attacks on direct mail was 
an Associated Press “news feature” 
by a Cynthia Lowry 
in various ways by different papers 


It was handled 


Some with ridiculous cartoons 

but mostly with headings, such as 
“Hello Sucker! How Your Name 
Gets On Mailing Lists” . io 
“There's Big Money In Name Drop 
ping.” 

When is all this petty foolishness 
going to stop? Don’t the newspapers 
realize they are hurting their own 
advertisers by trying to discredit a 
form of advertising most of them 
use . in addition to newspapers? 

We think it is about time for the 
Advertising Federation of America 
(which the direct mail crowd sup 
ports, too) to step in and make a 
determined effort to arrange an ar- 
mistice. These attacks make all ad 
vertising look silly. The material 
used is filled with lies 
and distortion. Big lies — 
peated over and over again . get 


invariably 


to he believed. 

The only thing direct mail peo 
fight back with 
They 


can write protesting letters to their 


ple can do 1s 
limited resources and power 


local papers and get others to do 
likewise, even though it’s like drop 
ping water on a duck’s back. Or 
they can do like Ed Monezhan in New 
Orleans, Flavel Shurtleff in Peoria, 
Atlanta and Les 
conduct 


Claude Grizzard in 
Gaupp in Pittsburgh 

direct mail campaigns to 
local businessmen that lies are not 
facts. Both the DMAA and the MASA 


should be more active in stimulat- 


educate 


ing, encouraging and aiding the de 


velopment of more such localized 


counterattacks. 


THE REPORTER OF DIRECT MAIL ADVERTISING 





The whole subject is made more 
ridiculous . . when we read an 
article in Circulation Vanagement, 
authored by Arket C. Lewis, circula 
tion director of The Binghamton 
(New York) Sun under the title 
‘Direct Mail Pays For Newspapers. 
In it, Mr. Lewis gives a glowing re- 
port of his success in promoting cir- 
culation through the use of direct 
mail to obtain trial subscriptions . . 
and how he obtained 521% renew 
al conversions by the same direct 
mail (which is belied by the editor 
ialists). 

Maybe we should sit still and say 
nothing. There is nothing new. The 
newspapers have been attacking 
direct mail since the early nineteen 
twenties. But direct mail has grown 


. and grown and grown. @ 


CONVENTION 
REMINDER 


We will keep reminding you that 
the 39th annual convention of the 
Direct Mail Advertising Association 
will be staged at the Statler Hotel in 
New York on October 1, 2 and 3, 
1956 

Ted Bihler of The Journal of 
Commerce, New York, is chairman 
of the Steering Committee. Fred 
Pinkerton of Reinhold-Gould, Ine., 
New York, has accepted the impor 


tant job of program chairman. 
mes Ge 
13th Annual 
DMAA Convention 
Hotel Statler, New York 
October 1, 2 & 3, 1956 
MAKE RESERVATIONS 
NOW! 


Plans are really under way to ex 
ceed, if possible, the fine record set 
by the Chicago Committee last year. 
Remembering the difhculties experi 
enced by many delegates in getting 
hotel accommodations last year . . 
you better get your reservations in 
early 

Write to Raymond 5S. Ashbaugh, 
Convention Sales Department, Hotel 
Statler, New York 1, N. 

The Reporter staff, as usual, will 
have its open-house hospitality suite 
functioning from the day before until 
the close of the convention You'll 
find us in the State Suite on the 
seventh floor Hope well see you 
there. @ 
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**He doesn't have time to open them all... 
... just the ones that catch his eye!”’ 


For envelopes that get attention 


see Tension! Call or write 
“TENSION ENVELOPE CORPORATION 


WEW YORK 36, N.Y. © 522 Fifth Avenue DES MOINES 14, 1OWA + 1912 Grand Avenue 
ST. LOUIS 10, MO. © 500) Southwest Ave MANSAS CITY 6, MO. © 19th & Campbell Sts 
MINNEAPOLIS 1. MINN. © 129 North Ind $1 FT. WORTH 12, TEXAS © 5900 East Rosedale 
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NEW AND EFFECTIVE FOR... 


Top inquiry response 
Securing leads for salesmen 
More orders or subscriptions 


The Ahrend “Cut-Out Letter” 


gives you greater return per dollar invested 


A low cost unit of personalized return card and 


letter, so easy to handle it cuts your mailing A | j R t) \ | 4 
44 


and production costs. 


Ask for full information now. Just call ASSOCIATES, INC. 
JU 6-2547 or jot your name on your company 

letterhead with the words “Cut-Out Letter” and 

quantities you mail, and send to . 














FRIENDLY PROSPECTS 
BUY QUICKER 


; . 7 . 
GYMER—21 I'm alow pressure artist, 


have been for years! Have no 





25 E. 9th St., Cleveland 15 





overhead, no assistants, no 

stock art. Always ready to draw what 

you want-the way you want It - promptly, 

cheerfully, reasonably. Write and Ill send 
you one of my Dovdier's Memo Pads / 


RIN Thompson Adar tet | 


BOX 134, WYNCOTE, Pa. ( SvOuRGAW priaverrua) 
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kven though an olde 
your lamily is past 60, it 
to apply tor a $1,000 
pol through Ole 
Kanna City mm old lime 
company pecialiizing it 
older people ip to BO ye 


Do You Have 





An 


Older Relative 
WITHOUT ENOUGH 
LIFE INSURANCE? 


" nember 
} till | 
hile neurar 
Ar ! / ! 
! im ! 
irar te 


af 


You handle the entire transaction by 
mail with OLD AMERICAN of 
KANSAS CITY. No obligation. No or 
will call on you 

Write toda for tre nflormatior 
“imply mail postcard, letter or coupor 
below ving we) to Old America 
In fa l W th Lhe pt L281M 
Kaneas Cit Mo 

Joseph 1. McGee 

OLD AMERICAN INS. CO 

1 West 9th, Dept. 281M 

Kansas City, Mo 

Yes, | would like more information 


about your whole life insurance policy 


for people up to age 80. | 


under- 


stand there is no obligation and that 


ne one will call 


Name 


Address 


City 






real savings to you 


copy. finished art tor 
MAIL trom a DMAA Best 
Award winner Bob Ra 


job full time 
national recognit 
that it pays to 


tiers ! 





Post Oitice Bor ¢ 


4) 


Age 


Zone 


TST Whe. aI 


get sales aimed 


Nort! 
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ADDRESSING 
From $6.50 per 1,000 


Typing from your list expertly done at 


All 


work carefully 


examined and gucranteed accurate. Free 
daily pick-up and delivery. Call for more 


information of representative 


CENTRAL TYPING SERVICE 


m% 5 


Addressing 


unset Ave 


List 
Lynbrook, 


Maintenance 
N 


Y LY 9.1570 








TURN NAMES INTO $ $ $ 


FREE BOOK 


TELLS HOW 
« SEE BACK COVER * 








“Reed-able Copy” 


A Math Clinics Conduitid by Onwille7 Reed 


On Selling the Boss 


Recently | worked on a copy job 
fora young acdve rising manager do 
ing the job by remote control 

In giving me my instructions, the 


following was included im one of his 
letters 


I rigt the middle on this thing 
We must of nec: ity rellect the boss 
lea whict ur sini quite different 
fron ine Still we pet tr to produ ‘ 
fleetive { ‘ j what we teel 
best anal till keey the boss happy if 
that 1 at all lear 

It certainly is clear. | know exact 


ly what this young advertising mana 


ger is through Everybody 


v y 
. Kong 


who writes copy has to do two sell 


ing jobs |) produce copy that 
sells the product or service; and (2) 
This often 
the 


boss 
but 
standpoint 


sell his copy to the 


means COMPLOmise from 


copywriter s not 


sarily a prostitution of his art 


The 


spent ! 


=e 8 TO dope He s 
his 


and usually 


iverage by 


lot of years studying 


product its sales points 


has a good gt isp of what the pros 
pect wants He may not be able to 
make with the words but he’s 
worth listening to 

That's why | follow a strict pro 
cedure of keeping a piece of copy 
around my desk at least one day 
ifter it is, to all intents and pur 
poses, finished, After a day I pick 
it up and read it. It's new to me. 
I've removed myself from that par 
ticular piece of copy. Then | am in 
a better position to be critical of it 


and to evaluate its different elements 


Nlany times i piece ol copy is all 


ready to “go and on that day-after 
reading | find in the body of the let 
ter some apt phrase of “benefit” and 
tear the whol thing apart and start 
over 


When the boss wants to inject his 
But 


ideas, be sure and listen to him 


THE REPORTER 


becomes meddlesome wants to 


if he 
take 


of expression, then the copywriter is 


your copy, change the method 


Anvthing ever writ 


really in a jam 

ten can be changed And change 
does not necessarily mean improve 
ment.’ 

()t course when the boss tries to 
work out some personal whim that 
you, the writer, feel weakens the 
copy you have a fight on your 
hands. But keep this in mind, the 


boss is interested in the same thing 
you are—results. If you win your 
fight and the copy “flops”, it’s your 


If this happens very 
the better 
than “It's pos 


responsibility 
often, 
copywriter 


may be boss is a 


you are 


sible’, to quote Herb Shrine 


An “Almost” Sale 
Got a letter from a publisher pro 


moting a book 


When the letter 


weeks ag 


some 


came itl | was busy 


so laid it aside for future reading 
because the book for sale interested 
me. 

Today | ran across that letter, but 
the enclosures (| think there was a 
folder and order card in the mail 
ing) had disappeared. Thought j 
“Ill order the book So | read the 
letter again. How much? It didn't 
say. Guess | could write the pub 
lisher and ask him the price. But 
I'm human Lazy, | guess I want 
the book. But | don’t want it bad 


enough to order it regardless of the 
lo 


price. And | don’t want to go to the 
trouble to write and as “How 
much?” Got other things to do. Guess 
Vil pass it up. Here’s an “almost 


sale” that won't show up on the re 


ord of 


“results 


Buried “Benefit” 


This is probably an experier 
common among people who writ 
any quantity of direct mail letters 
folders, booklets, etc. | find it so 
my case. Many times the most inter 
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effective 
terest-getting 


‘lead the with 
paragraph 


middle of 


has been 


esting or inn envelope 
sentence of 
out of the 
cop 
the 
is to hg 


to prese nt i 


of 
velope he or 

Then she 
ot 


is pulled right tery what 
ifter the 
Of course 

letter 
‘ sting 
the r 


into 


a letter wril 
of 
inter a ce 
benehit to 
That's the wa log 

ike 
spend a great de , ‘ 
letter | gettin 


the way 


ten starting point 


iny ure out an 


way and retur 


watch her 
pou ks 


iuse if 


eadet 


pr k 


your copy my hin she up 


And | 
time on every 
this benefit 
I want it 
But. often 
pleted | go 
bial 


bur ied 


Ise 
write i 


ist 


contains a 


sentence ji Seconds later 
card 
to the 
times 
and | ¢ 
Here's 


tosses 


return 
around 
Other 
look 
selt 


have 


alter the copy 
over it with the 
tooth comb and 

the body of 
that 


prover 
fine discover 
down the let 
the 
| want to say 
hit’ much mo ly and 


ly thar 


in 
ter wh 
“ben 
effective 


decide 


just sentence says 


and presents the 
return card 
the ally 

I've 
It isn’t necessar have mail order 
lor 
good copywriter 
that ¥y 
ak 


doing 
to find out 


We 


at our 


1 supreme 
fellow mat to be i 

But it necessat ale and do 
try te understand hi ind do the 


Ww he 1" 


love your ten 


ree 
ou 


sre sidelong piances him 


whatever he doings 


he’s and 


iry why 


Charlie 

mail 
vorit 
watchu ! wil 


he ook at 


{ direct 
One of 1 fa 


get a great dea 
house 
sports 


direct 


who ve ar it 


indoor 


pen the <ceds pietures 


$s 
MABELING 


Here is a fully automatic 


high 


post cards, 


It will take 
ards and 
of envelopes, brochures 


speed machine 


insertior all sizes 


pamphlets, light 


weight booklets, magazines, tabloids and 


flyers accurately and quickly Let us an 


alyze your labeling methods and show you 


how CHESHIRE equipment can help you 


CHESHIRE MAILING MACHINES, 


everybody is impressed by the my 
might 
she 
slits it 
circulars, a 


n envelope 


the 
is colorful, of 
headline 


Viay he 


an 
omething 
the 
in the wastebasket and just keeps the wed 


From such frequent ¢« 
concluded that each element in a 
mailing 
to tell as m 
the 


entire 


Footnote on Stating the Benefit 


Vill 
rect mail practitioners in the countr 
ind year 


i swell job selling 


The hell 


about my 


expectation | thin as saving with your 


How 


yrass 
pra 


lawn?’ 


seeds 
be 
receives in the 
The 
return card 
tumble out. | 
Many times 
first be ale 
because { Ro 
attracts her 
the 
ret 


inside an en 
matl 


letter 


Footnote on Formula 


of 
nigh 
otf a 
discovet 
Avoid 
The 


Ope i 


The 


the 


Varieties sentence strur 


ture well infinite. Glance 


stylists 


for 


’ ove} pages dozen 
them 1 
a UP annot 


ina you ¢ 


but 
er Sherman in 


Prose, @ 


any 
cireulatr 


this monotony 


{ri ol ril 
that 


glancing at 
she 
letter at 
she'll 


ot 


never 
all 

take 
her 


QUIZ OF THE MONTH ANSWER 
quick (from page 10) 
say to her 
Id like te 


and lette 


Like some picture quizes in consumer 


10 is deceiv 
full of 


It came from 


gazines, the 


ing. If 


photo on page 


circular you guessed it is a thimble 
lock nu y 
Publicity of Gray & Rogers Adver 
12 5 St Philadelphic 27, Pa 
the with the photo 

STAY SMALL 
that 
to 


the 


yu re 


right 
the Dept 
12th 


caption 


WOULDN'T 


tising 
Here's 
THEY 


»bservations sent 
This is 
backfired 


show 


case of a photograph 


thimble was 


should 
the 


entire 


hve 


sales stor 


writ 
by 
locknuts 


supposed 
uch of H 
" ' iow really 


selling job pas. Instead 
selling job Sf 


got together 


tiny 
by 
Pa 


and made 


locknuts made 
Pressed Steel Co 
all 261 
thimble look 
But ma 


the 


the 
dard Jenkintown 
of them here 
big 
Gray 4 Rogers 
all 


confession 


the almost as 
basket 


best di pr 


as a peach 


ybe the 


of the blicists saved effect after by 


ane 


luding this tag line on their 


sit h —— 


oul doe ~ 


Vi. Seott 


his iverape pr 


Standard Steel probably means 


Pressed 
() that these 


suggest by this 


sy t s do a really 


picture tiny 


big job 


+. Roll strip label: 

2. Continuous pack form labels 
3. Addressograph electronic facsimile tape labels 
4. IBM Type 407 tape labels 
oN 5. Tip on or fully apply Government 
s 
Tad 


stamps or premium stamps 


INC. 1644 N. HONORE ST. * CHICAGO 22, ILLINOIS 












































getting 

leads — 
for \s 
salesmen 
one of your headaches? 














Then you Il want to get the facts on our kind 






of Soles Letter with the built-in reply cord 





You Il be joining o mighty impressive list of 








bive chips, too, who've learned that the 






built-in reply card boosts responses 





lowers selling costs! 





One-stop service for creative printing 





and mailing saves your time keeps you busy 





planning instead of just picking up loose ends 





Why not send now for more information and 





somples of recent successtul promotions? 


SALES LETTERS 








153 W. 23rd St., Mew York 11 











Telephone WAtkins 9-2680 . | | 
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BOOKLETS THAT BECKON 


Distinctive literature with that come-hither 
appeal that impels, tells, sells. Request 
Fitzjohn book—on your letterhead 


“That Fellow Bott’’s 


Leo P. Bort, Jr., 64 E. Jeckson, Chicego 
















TURN NAMES INTO $ $ $ 


FREE BOOK 


TELLS HOW 
e SEE BACK COVER « 























Let us nail a feu hides to the harn 


door Hide z] the space salesman 
{oops pardon me ‘Mer handising 
Director of a well-known Chicago 


who starts his letter 
Looks like you've got 
hands! 


publication 
“Dear Sir 

a real sales 
In fact | feel 
the mass appealing 
line of 

recent issue of 
I'd like very 


opportunity 


winner on your 


so enthusiastic about 

possibilities of 
which caught my 
Journal Of 


much to be 


your new 
eve ina 
Commerce 
given the to help put 

town and 
hamlet in the And so on 
for six paragraphs of blatant bull 
Lets face it. He knows the item is a 
stinker The guy for did 
the public ity knows its strictly “from 
There 
in the country who might Zo for it 
effort to try 
Anyway to the 
“You can't 


your line in every city 


nation. 
whom I 
are maybe 10 people 


hunge i 


but it worth the 


and reach these ten 


was 
mag in Chicago we say 
r 


shoot a man for trying a 


Hide #2: the 


nominal ‘ harge 


chums who “For a 
of $15” will publish 
would like to 
see some of these just to 
find out what kind of fall 
for this stuff. Unfortunately. most of 
these publications have such a non 
that 


name on hundreds of mail 


your product story. | 
magazines 


suckers 


existent circulation list even 
with my 
I never get them. One that 
this 


to have been in business a long time 


ing lists 


is new to me in month claims 


md to have a circulation of 25,000. 


Can't find it listed in my last year’s 
copy of Standard Rate and Data. 
Maybe the boys are shy 


Hide #3: It hurts me to mention 
this one because if there is group of 
folks I respect it is The National 
Council of Mailing List Brokers with 
high code of ethics. So it is 
with that I 
these fine people offering a list of 
0.000 “Buyers Inquiries of a 
Child Photo (growing 
6.000 per 


their 
surprise notice one of 

and 
Register.” 


month). I quote from the 


card: “Copy invites parents of child 
ren 6 months to 18 vears to send 
photo (this is inaniry portion} con 


version is advertising photo in a 


THE REPORTER 


My Mail Order Day 


By Jared Abbeon a 


photo ‘register’ from which adver 
tisers might select child photo for 


space advertising purposes Charge 
to parents for such registry is $5 or 


£10.” Card then tells what magazines 


are being used to build lists. This 
game is a vile, low, cheap racket 
preying on that noblest of huma: 
sentiments mother love. [| dont 
think that a list broker should con 


stitute himself a guardian of publi 
morals. but contributing to the wel 
fare of these 


minds me of what my old Grandpap 


semi-legal bums re 


used to say: “Sonny you lays down 
with dogs you is gomg to get up 


The magazines acce pting 
should 
with 
thei: 


with fleas.” 
this child 


out 


advertising 
check books 


selling out 


model 
their 
They are 


wash 
soap 
readers for a mess of dirty pottage 
(Pay that publisher thirty silver dol 
lars) 

* * * 


the Post 


Some of 


Folks want to know why 
Office can't crack 
the more eminent bums I mention ir 
this column from time to time. Well 
One of 


heen of 


down on 


here is one of the reasons 


the no-eood-niks who has 
fering “Artistic Studies that teach 
ANIMATION of the FEMALI 
NUDE FIGURE” and other assorted 
movies, slides and Photographs to 
appeal to “Students”. including such 


students as some of the some 100 or 


so dummy names that I now have 
out making a study of Matrimonial 
Correspondence Clubs and Porno 
graphic Picture Peddlers. (The re 


sults of which study shall appear in 
this column from time to time.). At 
long last the P.O. Inspectors clamped 
they had 


but alas here he 


down on his box figurine 
him over the line 
ups and starts in business elsewhere 


mail order has from 


Although 
time to time been pointed out as the 
great school of effective copywriting 
there are some M.O. copywriters who 


write, “with a hand like a foot”. 
Here is a sample from an offer re 
cently received. “After vou recove: 


from the surprise of our astound 


ingly low price of only” —ete. T re 
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covered fast enough to toss this of 
fer in the basket without reading 
further. 

“ . * 

On to more pleasant subjects: The 
latest issue of Advertising Ideas (415 
Lexington Avenue. New York City) 
is in my morning mail box. As al 
ways terrific, teeming with ideas. | 
always laugh when | get it becaus 
while the publisher seems to be mak 
ing a nice living from it. | know at 
least one man who makes well into 
the five figures each year just lifting 
material intact from the News Lette 
and reselling it. But as the publishes 
says, “That’s what it’s there for.” 
Send them a post card. They will be 
pleased to send you a sample Copy 
Little, but packed with information 
for the observant 


* * 


{side to “Pete Hoke Now that 
you are publisher maybe you can 
help me with my spelling How do 
you spell a long. low whistle? Reason 
being that Enterprise Photos (P.O 
Box 6873, Dallas 19, Texas) just 
sent in their illustrated brochure of 
Pin-Ups for Advertising. “Low cost 
stock photos to enliven your adver 
tising.” Some of them would sure 
stop trathe in Esquire s shopping sec 
tion. 

. . * 

{ fellow wrote in... and asked 
how long a company holds on to an 
interesting piece of mail. In answer, 
I sent him a postcard he had sent 
one of my companies soliciting busi 


ness in 1949, 


tell you the procedure Colliers 
offers my seven year old son a 14 
Issue for a Dollar introductory of 
fer. Sorry Dave until he learns how 
to play a better yarne of chess I'm 
not letting him read any magazines 
except Humpty Dumpty This busi 
ness of being on lots of mailing lists 
can be expensive Just sent checks 
to Mrs. Damar and Spencer Gifts for 
items in their catalogs. And I only 


have my name on their lists for pur 
poses of counter checking What's 
Cooking Memo to the man, 


woman or immature child who wrote 
the copy for a book being widely 
peddled by mail entitled, “The Ade 
quate Male Honestly doesn't writ 
ing that kind of drivel nauseate you? 
Or does the money they pay you still 
your nervous system / | guess it 
must be legal or they wouldn't be 
allowed to sell it. Anywa there is 








i “publishing company” located down scheme to make a fortune in the 














south that has what | think is the nas M.O. Business, citing examples of 
tiest inethod of the week for locating others who have trod the golden 
dead beats by offering them a FREI path. The chief example cited is that 
pearl necklace. On second thought of an operator who started off like 
maybe anything goes in locating a whirlwind gaining some 300,000 
deliberate Skip Have you seen customers. What the story doesn't 
Roskam’s (1430 Grand Avenue, Kan tell is how he went bankrupt several 
sas City 6, Mo.) letter printed or years later trying to parlay the ini 
cellophane? Most unusual and atten tial success to a million.——-Offer in 
lion getting.—Fellow in Arizona of from a publisher who brags to 
fers me a book that among other friends that he gets all the copy 
things purports to show how the writers he wants for $75. a week 
submerged continent of Atlantis is The offer reads like he is getting his 
slowly rising out of the Atlantic moneys worth—barely.—Well must 
Ocean. Head for the hills men go back to watching out the door 
Literature in telling about a grand for the mail man—-se for now 
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Scriptomatic Can Help You, Too 
-+-to get flexibility and low cost in your address masters. 







A mail order house with 810,000 active sive by-product of the typing operation 











customers and $7 million annual volume they simply discard it when a new order 
installed the Scriptomatic system to gain comes in from the customer. These card 
substantial benefits not obtainable by masters minimize checking problems 
any other means. and improve accounting and catalog 
in one brief writing operation, using mailing procedures. They are housed 
Standard Register continuous forms on in one fifth the space required by former 
electric typewriters, they create both a address masters. Most important, in 15 
Scriptomatic addressing machine master minutes after mail is opened a proc- 
and o separate set or sets of shipping essed order can be in the hands of 
papers. Since the master is an inexpen- the “pickers.” 
cooD 
order—entry form Scriptomatic Address Master 







™ notched for purging inactive accounts 


K 7 3,240,000 catalogs mailed annually 











meny WAMMERSHAW 
cawos PARKWAY 





aicuaroson MONTGO 
2609 LINCOLS wien 
p_vmouT 
eniLaoecrn! 







forms permit accurate regis- 
tration and high speed typing 
(2000 per day). 


ee Complete description of 
items purchased 





a PEWNA. 





| Continuous marginally punched 
Pw 














--—-———=— 7 part set includes 
shipping papers 








Write for actual case studies and descriptive material. Discover now, 





at no obligation, if Scriptomatic can 





improve your specific procedures. 
@ Scriptomati« is @ registered Trade Mark of Scriptomatic, inc oc, tyj2 to7rnatic.. 


SCRIPTOMATIC INC. 
300 North lth Street, Philadelphia 7, Pa. 
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cvening come” ON | Phe Tower? The fiend! 



















yrigey i} ad h. a, mind. & coe A ey m of heey @ 
M GIN TY ong o : moon am totte sheet hum le « ‘ rT P 7 

“Swoon I 4 iat | ere Here’s how an office boy for a 
rs ee ts om Coe hes by using he cutive socauteve af tale Gru tr could Gnamentty © Hinstein British packaging and shipping 
me s pore ip the whale of tackpact eee he t ate ' - . 
prised , emissed_09 (| Stain s coh Aitheweh or vive his mates wth herver, we a firm became famous over night. 

‘ ver she ot muet @@entt thet Rie catewletions are emt , shewld this — 2 a 
- ester r ve le be moves vid do Publicity did it, as a result of .. . 





DIRECT MAIL IN ACTION! 



























dans ever conceived ‘ ) ver 
Reporter's Note: We were interested in a — ; — " , a celebrity and when he arrived al 
direct mail case history received at years- Mle estimated that by using the entire his ofhee the following morning he 
end from J. $. Netter of British and Inter- resource ol Beck & Pollitzer hie found his way barred by more than 
national Addressing Limited, BIA House, could dismantle pac k and ship the re porters ind photographers He 
Chalton Street, London, N.W 1, England whole ol Blackpool lower lo the was asked if he had similar designs 
"The campeoign itself, cost only 80 dollars 
and a further 45 dollars for postage; even United Stat within a week on the Victoria & Albert Memorial 
including our creative charge the tote! ex Ilthough we view his motives with the pyramids ind Birmingham's 
penditure wos under 150 dollars. Approxi- horror, we must admit that his cal town hall. 
mately 40 million issues of ovr National and culations are excellent. for should this 






This story was given i big play 















Lecal Press, carried accounts of this story 

national edilice ever have lo he 
and this can be translated into goodness- ye . by national and provincial newspap 
only-knows how many tens of thousands moved, Beck & Pollitzer could do it ers throughout the country Head 
of dollars of free publicity.” This is how without losing a single nut | f i j tl 

m ete ‘ oO \ t ol 

London's Advertisers Weekly reported the — . de : — whe 
story and we pass it along as a The idea was approved and the let der ofhee boy The boy with his 
demonstration of the effectiveness of a well ler re produ ed in facsimile typewrit eve on Blac kpool lower ‘Jimmy 
planned, small cost direct mail effort ing. It was then sent under 114d a future Prime Minister? An 

cover to 4.000 Manchester firms. and export enthusiast while more cynical 








nationals preferred The fiend” and 


A "SHOT" THAT SHOOK oar Siininien Uae deh eames toe & No Einstein 
BLACKPOOL TOWER result of it Photographs of the tower itself 


were published with such captions as 
Not for sale ind another showed 





the local ofhe« prepared to le il with 







When Beck & Pollitzer, packaging Calls From Hundreds 














contractors and export shippers, ce Instead of the steady trickle the 
it with a huge card hanging from it 
cided to advertise the facilities of expected thre were inundated = by ; \ L 
thi ear “ 0 " c i \ 
their new Manchester depot through calls from hundreds of recipients who lat rea tt taken awa 
the letter box, they started a very were delighted at this novel approach Requests for copies of this letter 
successful direct mail story Humorous Lancashire voices asked have come in to Beck & Pollitzer 
a ane 1, dire — a = from all over the country. some firms 
\ cirector of the COT pany Mi ( , ' k ue tir or ne , isking for is many is yy) Mar re 
4 passed on to the ofhee boy who was r . —_ . wy 
\. Collis approached British & In . cipients have framed their copies and 
Daneel wondering what it was all about) I ; . , I 
ternational Addressing and  aske« Representatives of Beck & Pollitze: hung them in their offices 





them to devise a scheme that would 






found shrewd Northern businessmen The amount of good will that this 













yong eo greeting them with broad smiles on etter hes Srougm cannot be esti 
oe eueetion ¥t RIA i ennath their faces, a copy of the circular in mated but the many concrete u 
Monk eventually decided that a letter their hands and an atmosphere of : eager Rrecaas shore ie no oust thal 

, 4 goodwill pers riding all the scheme to demand attention has 
might achieve this end and then Ouher on ipients had contacted the paid off with a vengeance ind direct 
wrote it. This is how it went manager at Blackpoo! Fouer wom mail as a media has gained added 
Dear Sirs ing him to keep an eye on his charge strength. For their part Beck & Pollit 
Our ollice boy went to Blackpool lor and then the imevitable happened zer won increased prestige a fitting 
his holiday this year, where he spent the press got hold of the story. Over reward for their willingness t adopt 
his time on one of the most diabolical night the innocent office boy became an idea that was different 
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DIRECT MAIL DAYS DOCKET DIRECT MAIL DAYS fy | 


A Monthly Listing and Report of Organized Direct Mail Days | 


MEAN BUSINESS! 







‘Direct Business! 
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above highlighting portant Direct evised periodically a we get complet } ! hely ou plan and organize i 
Mail Days held in major es throughout information. Where r.B.A. i liste ooth-runnir meeting 
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people been interest reanized direct C.F. indicate whe vou can contact fe end you a copy of their eight-page bulls 
mail activities” Direct Ma Da had ore informatior Hlow 7 Spor Direct Mail Day 
of age As this issue one to pre thres prepare } the DMAA Public Relatior 

Since ther ishro« terest i ‘ ful Direet Mail Da have alre ( Iles lhe bulletin cover planni 
enthusiasm it nany par of the countr heen held program, timing ete andl =will ive ou 
has progressed the Direct Ma Day idea @ Philadelphia ( \ (a) Pa BR ‘ 1 working uid 
where a whole day eet levoted ale mer. of Milwaukee Dust Ry @Alxo drop u a line md well 
to a better understa ' of rect mail Cs was featured speaker at this Philade ‘ xl to send you reprint of the 






1 communit nite . werfu natior phia Direct Mai ( / ponsored Dire popular Reporter article How To Hold A 
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ur portant “medtur s et ! the Benjamin Franklin Hotel to know about planning with empha 
Qlver the year The Re ‘ has co @ Boston (/a: 17) dir Vose ‘ hat kad alledd The Three P 
i a mat Direct Ma 1) i po ent ¢ Vosely Wa lirde List Ser |’ ra Promotion und Price 
ble reportir feature Short l a hang 7 a hairmar / / Viak ive ton that our pul 1 










lay ‘ ior ‘ Hote Statle hair 1 en i a release and 










eeting ave ber orga ' recent onsored ft the liostor {dvertisinge ¢ gra rmat ‘ an liat w (ib 
ear that Direct Ma 1) have out @ Tulsa, Okla. (/a O): The 7 aA Mail Day here 

rown spot-reportir era The Re erti ge kederat ran a sf t} Da The first step, though, is to send for 

rter + the Ma Hote the two outline entioned above Th 

This is the reason for Dire Wail Da for our ommittee through a j 
Docket—to give you a mont! isting and How To Stage A Direct Mail Day organization, follow the outlines 
report of organized Direct Mail Days be If there are no plans as yet in your and your community will be on its way 
ing staged across the countr We will trv ty or community for a Direct Mail Day toward a stimulating, worthwhile event 
to keep the listing as up-to-date and you should start to organize one You'll find, as many others have, that 
complete as possible. The docket will ir You can get support from your local ad Direct Mail Days Mean Business’ 














CITY DATE SPONSOR MEETING LOCATION FEATURE EVENTS 








Detroit Feb. 24 Adcroft Club Hotel Statler TBA 
Bob Vander Pyl 
Adv Serv CFA 











Letter 














Waldorf Astoria TBA 


other 





of 





N. Y 
cooperating groups 


Edward Mayer, Jr James 





MASA 
















xy, Inc., chairman 















Francisco Mar. 22 San Francisco Ad Club TBA TBA 
Glory Palm Carlberg 
Zellerboch Paper Co., C.F! 















Miami T.B.A Direct Mail Adv. Asser TBA TBA 
of Miar Louis Entler 
Reba-Martin Co., C.F.1 




































Cri 





Contact fe information TBA. Te Be Announced 








PHOTO-ENGRAVERS 


You can measure the success of 
your printed promotional mate 
rial more accurately by selecting 
“Horan” in the preparation of 
quality Black & White, Benday 
or Color Process printing plates 
In the production of dependable 
photo-engravings the human ele- 
ment is as great a factor as the 
best of modern mechanical tech- 
niques 

Why not call for one of our rep- 


resentatives 





INQUIRE ABOUT OUR 6mm SOUND COLOR 
FILM ON PHOTOENGRAVING 





Operating Twenty-four Hours a Day, 
Four Shifts Every Work Day 


P. S. A copy of “The 
Art and Technique of 
Photo Engraving’ will 
aid you with your pro 
duction problems. Send 
$2.00 


HORAN ENGRAVING CO., INC. 
44 West 28th Street, New York 1, N. Y. 
MUrray Hill 9-8565 
Branch Of: Newark, N.4., Allentown, Pa. 





DIRECT MAIL AND MAIL ORDER 


COPY 


Writer of Ma Order Letters thet 
bring beck orders and cath 

Contacting Letters that create end 
maintain good will between sales 
men's calls booklets, folders 
brochures, house organs, circulars that 
do the telling jobs you went them 
to do. Fully indorsed by « nation 
wide cllentele Winner of two DMAA 
Best of Industry Awards Dartne!! 
Geld Medal editor of IMP. 
the world's smallest house orgen.” 


ORVILLE E. REED 


106 N. STATE STREET 
HOWELL, MICHIGAN 








50 or 50,000 LETTERS 
TYPEWRITTEN LETTERS 
Individually typed in quantity 
CARLSON AUTOMATIC 
TYPEWRITING SERVICE 


1744 WN. Clark St Chicago 13, Il 


Phone EAstgate 7-54% 











fos IN ulition | 


Reporter's Note: This is a column about direct mail people WHO'S doing WHAT 
and WHERE in the direct mail field. We welcome any news about yourself or your 
associates so let us know what you're doing 


JOSEPH J. McGEE, JR.,, new president of DMAA, recently became a “double 
being elected president of his firm, Old American Insurance Co., Kansas 

He succeeds his father, Joseph, Sr., who will continue to serve as chairman of the 

Joe, Jr., is one of the youngest (36 yrs. old) and best known personalities is 

insurance and direct mail worlds. We wish him well in his “double” president 

MRS. JOAN DAVID, who until recently was the Washington representative of the 

Council on Business Mail, has been retained by Associated Third Cla Mail 

a4 part-time consultant (in a public relations capacity) and as 

Harry J. Maginnis, our cover subject for this issue. A wise selectior 


C. NORMAN FRY has been upped to sales manager of the central re 
Mail Div. of R. L. Polk & Co., Detroit. He joined Polk in 1938 as a cons 


editor 


WILLIAM M. PROFT, fund-raising consultant, has moved to new offices at 585 
FE. Orange, N. J. Phone number (ORange 3-2233) remains the same 
EDWARD W. PROCTOR, another N. J. direct mailer (president of the Guild Co., Engle 


wood) was elected chairman of the National Council of Mailing List Brokers. Other 
new 1956 ofheers of the association include: ANNE ARCHER (Archer Mailing List Service) 
vice-chairman; EDITH CRANE (Names Unlimited, Inc.), treasurer; ROSE HARPER ( Lewi 
Kleid Co }, secretary 


GEORGE STAUDT, former advertising manager of Harnischfeger Corp. and well-known 
industrial direct mail leader, has joined American Motors Corp., Detroit, as advertising 
manager for their Hudson Div 


JOHN PLANK has left Harvey Famous Name Comics, N. Y., to S. Berlin Pre 
oll Sth Ave., same city 


GUY YOLTON has been appointed assistant manager of Mail Sales for MeGraw-Hill 
Publishing Co., N. Y. He joined M-H in 1947 as assistant to the manager of Sub ription 


Service 


JACK D. SHEPERD has left Peninsular Paper Co., Ypsilanti, Mich 
sale manager of the Newhouse Paper Co., with offices in Minneapolis, St 
Moines and Moline. Jack will make his headquarters in Minneapolis 


JOHN J. DONAHUE i« the new director of « * promotion for Hodes-Daniel 
mail advertising agency at 352 4th Ave. He was formerly sales promotion 


The Reuben H. Dennelley Corp. N. Y. office 


ELMER LIPPSETT sales promotion manager of S. D. Warren Paper Co., Boston, was recently 
elected a member of the company's “40-Year Club” for employees who have erved 
that length of time Actually, Elmer has been on the job 45 years was instrumental in 
building Warren's tremendous file of sales promotion material supplied to prospect 


ROBERT P. LYTLE has been named to head the new New York office of Ketchum. Macleod 


& Grove, advertising agency with home headquarters in Pittsburgh, K. M 


doubled their billing in the past five years making expansion to N 
large part of their creative services are direct mail. Mr. Lytle, an associ 
the public relations department, will head the staff at 155 E. 44th St 


JESS E. RIGGLE has been appointed assistant editor of The Post, service 


by the Mail Advertising Service Assn. International, Detroit 


PAUL A. MURTAUGH, JR. has left Research Institute of America, N. Y.. to forn 
direct mail consulting agency (address: Tuxedo Park, N. Y.). Paul is former 


of N. Y.’s Hundred Million Club 


WILLIAM E. WATSON, partner in Creative Mailing Service c., Freeport, N 
its incorporation in 1947, retired on Dee 3] 


EARLE BUCKLEY of The Buckley Co., Philadelphia, helped lead a livewire panel discussion 
as part of Printing Week in Philadelphia last month. Earle headed the Direct Mail 
segment of roundtable devoted to Three Forms of Printed Advertising (Ne wspaper Maga 
zine, and Direct Mail). For other news about Printing Week (both in Philadelphia 


and New York) see Short Note on page 15 
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NOTE ON A MAIL 
CATASTROPHE... 
by H. H. 


Late in December 1ivance news 
was flashed to this southern editor 
ial office about the serious financial 
ditheulties of one of the 


largest and newest mail order op 


country 5 
erations (not a_ well-known long 
established firm). 


At the time we got the first flash 
Max Sackheim and Sally Weir were 
visiting our Florida 
We were all shocked 


the reported venture had a financial 


headquarters 

realizing 
collapse after their mammoth pre 
Christmas mailing of 5.500.000 full 
color pieces fell on its face Ramifica 
tions of the failure could mean a 
serious public relations black eve for 
mail order . in the eyes of the 
public kver since the first report 
the Reporter staff has been persis 
under the 


tently digging at and 


story questioning pring ipals 
creditors and others for all the facts 
Many suppliers, who went out on a 
limb to back the idea with liberal 
credit, are faced with the prospect of 
Thou 


sands of customers are caught in the 


losing thousands of dollars 


It's a fantastic story but not 
Serious salvage efforts 
We hope they are 


successful . not only for those 


vet « omplete 


are being made. 


closely concerned, but also for the 


mail order business as a_ whole 
(which could be hurt in the wake of 


bad customer relations) 


The moral so far is learn to 


walk well hefore atten pling to run 
Lack of mail order know-how (sans 
merchandising } poor list selection 


(terrific duplication) poor timing 


(late Christmas mailings) unwise 


advice (no experienced on- the-scene 
counsel) 


liberal credit). ete. can 


improper financing (too 
wreck an 
otherwise sound and practical idea 
in spite of excellent copy irt 


and production 
brokers 


other 


learned i sad lesson The will bye 


\t least 


printers and 


lette rshops 
supple rs have 

future ibout 
ind thought 


more careful in the 
backing so generously 
lessly a new and untried venture 
Win, lose or draw ou can depend 
upon The Reporter to give ou the 
true and complete case histor whet 
further developments make the ti 


ippropri ite 


FEBRUARY, 1956 


Rates $1.25 per line (75¢ Situation Wanted) Minimum 4 lines 
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ADDRESSING PLATES 





if you use 

ELLIOTT-type STEN 

and want to REDUCE 
Box 21, Reporter, Garden City 


ADVERTISING AGENCIES 








For pulling direct selling mai! order advertis 
newspapers 
Martin Advertising 
139A, N.Y. LE 2 


ing campaigns magazines 


trade papers consult 
Agency, 15 E. 40 St Dept 


4751. Est. 1923 





FOR SALE 





Elliott standard 60-drawer stencil cabinets 
complete with lift-out trays on sturdy casters 
$150 ea FOB N.Y. One Elliott mdi 300 mach 
with selector & Dick Mailer Strip Lister 
Bargain price Saver & Wallingford 147 W 
Bdway, N. Y. 13 


GRAPHOTYPE 
case. All caps. Bargain. HARRY J. ABRAMS 
124 L St. N.E. Washington 2, D. ¢ 


model 6341, new in original 


REBUILT & GUARANTEED 
Addressograph Speedaumat-Elliott Addressing 
Machines. Graphotypes-Cabinets-Trays-Plates 
Frames. Mimeographs-Multiliths-Tying & In 
serting Machines-“‘Hook-on” Tray Equipment 
| Buy and Sell all Direct Mail Equipment 

James Eckstein 


326 Bway, N. Y. 7, N.Y HAnover 2-6700 





LISTS 





CANADA'S BEST MAILING LIST 
260,000 live names on Elliott stencils 
Call your list broker—TODAY 


yw Tobe's, St. Catharine Ontario 





MAILING LISTS 





FREE MAILING LISTS 
OVER 2 MILLION NAMES ON PLATES 
GUARANTEED 100 ACCURATE 
Constantly Corrected 
Retailers-Wholesalers Manufacturers 
Banks Churches Institutions 
® Choice of 350 Other Lists @ 
We Charge ONLY for Addressing 
Usually Completed within 3 Days 
Write for FREE Cataloque 
SPEED-ADDRESS KRAUS CO 


48-01 42nd St., Long Island City 4, N 
STillwell 4.5922 


ame Lists. Canadian Direct-Selling Agent 


Secured w n lost 3 months fror 


paper ds Guaranteed Correct 


Eiliott, 252-C Gainsboro, Toronto 8 





MAILING LIST 





Fé R SALE Internat onal Medical Mailing list 
460 00 physicians and hospitals in Latin 
30,000), Europe, Africa, Middle and 
Torpey (Pt 


International General 


America 
F Eas Up to date. W. E 
1.1311 x 8260 

nreany 570 Lexington Avenue 


New York 


Order Firms Spe nm Giftwores 
$1495 387 Rack Jobbers 
1724 Ad Spee Whisl—$19.95; 922 
or Sales Firms*-$14.95. Copy on 
dupl. on sheets. Catalog. New Outlet 
60 €. 42, N.Y. 


SITUATION WANTED 





ADVERTISING, SALES 
and CIRCULATION DIRECTOR 
Here is one of the nation’s heaviest 
producers—one of its top 
creative men in the membership 
service and publication field 
An Al executive and ao new-idea ‘pro 
in Direct Mail, subscription 
campaigning, and consumer selling 
the company seeking the best because 
the most economical, here is one 
‘ heavyweights an outstanding 
money maker with a powerful string 
of successes to his credit, and a copy star 
in his own right. Profitably 
employed at present in five-figure 
bracket, but has simply run out of scope 
in his present setup. Can relocate 
Finest references 


Write The Reporter, Box 22, Garden City, N.Y 


ADVERTISING PRODUCTION MGR 
DIRECT MAIL—PROMOTION 


production background (offset strong 


list mailing systems Merchandising 
if —packaging, displays. 10 yrs. experience 
College. NYC only. Write Box 24, Reporter 


parden City, N. Y 





HELP WANTED 


Lettershop. Qualified 


experienced ir 
»p or train for job. Good 

sible. M. Gancel Co Ine 
New York 36, WN Y. MU 


TYPE FOR OFFSET 





ITO FONTS. Unit cost per font 
set and align-—sharpest 
amples and details. A.A 
Box 20740-K, Los Ange 





training material? 
et the 1? peci feature booklets in the 
Henry Hoke Library. See title listing under 
Book Jivectory, page 37. Order direct 
fror The Reporter of OM adv, Garden 
City, N.Y 











Continued from Page 16) 


iF YOU WANT TO KNOW YOUR 
ONIONS 
to 


anou 
Millers 
Ma 


booklet 


onion 
Falls 


and 


Ain paper 


Mil 


copy 


Paper Co 
Fal! ask 
of their One Lesson Course In 
Onion Skin Papers. A lot of 
(and direct mail users, for that m 
of skin 
know to handle it, or 
adv The Mil 
lers Falls booklet exposes the old wive 

birth kin 


the a-b-« 


write 


ers for a 


printer 
itter) 


ciear onion hpecause 


they don't how 


what its big antages are 


tales about giving to onion 


printing job and list 


for their Get 


booklet 


method 


this 


proper printing 
then 
It'll 


pee ; 


it on to 


ol 


read it pa 


your printer end a lot 


crying when you olf that next 


onion skin idea 


eae 


“FISH BY MAIL" is a 


contained 


lippery mali 
24 
lea ed bh 


Chi ago 


order item in the new 


catalog 
1061 W. 35th St 


up live 


Spring 
In 
Following 
they 


page just re 
Spiegel 
9, Il 


animal mal 


order line pioneered last year 


added fish 


trop! 


the giant mail order house 


this vear to fill the need among 
al fish 


with 


collectors (ranking in number 


photographers and 
fish 
filled 

muirt of oxygen added before 
The Post Office 


in test 


stamp collec- 
mailed in 


with 


tors) Spiegel are 


bag with water 


plasti 
the con 


tainer is sealed Dept 


cooperated mailing ap 


proving the package as mailable 


Prices from 25¢ for a guppy to 


$1.00 


range 


for a “kissing gourami 


—_ 
eee 


E. JOSEPH COSSMAN, 


order 


the young 
de 
with 


Re- 
thi 


west coast mail mogul who 


sales 
May 
at it 


success 


1954 


veloped a fabulous 
sprinklers (se« 


18) is 


lawn 


porter pace again 


with jewelry. A beau 


full 


gemstones a 


time 


tiful 


gemstones 


color describes hi 


catalog 


genuine prod icts of na 


ture their birthplaces range from 


than sev 
far 


the earth's surface to more 


eral thousand feet deep from 


Africa to the Mojave De 


ages vary a few 


away ert 
centurt« to 


Coss 


their from 
more than a million years 
stones set in all types of 


man selis the 


jewelry (necklaces, bracelets 
etc). For the rest of the 
write to E. Joseph Co 
Bivd., Holly 


the catalog 


earring 
unusua story 
man C 7015 
Sunset wood 28. Calif ind 


ask for 








Wty dort you pk your 


4 ~ PF y 7 or 
Vrewstee r~‘(nobews ufr lo 














PICTURED HERE front and 


of 


the 
attention for its creator 
Kromkote 


thre 


got pienty 
blac k } 


(in red 


(in on the front side 


printed blotting side 


catcher for a blotter. To find out who 
SURPRISE OF THE MONTH DEPT.: 

The very 

booklet fron 

Lead Co. is 

Curves and Contour Studies 

of Struc- 


the 


looking cover on a 
Baroid Div. of National 


titled: Reports on Forma- 


tecnnical 


tion 
With 
tural Development 


Examples 
Inside 
far 


finding 


Ilustrated 
illus 
trated from what 


are 


of 


exampies 


Instead 


higniy 
the 


expecte d 


technical cross-section drawings o1 


like 


to see 


readers are pleasantly surprised 


the “curves and contour stud- 


of 


Sexy 


ies” are bikini-clad bathing beau- 


Eat h 


‘report 


ties photo is given a tech- 


nical such as this caption 


(describing some exceptionally well- 


constructed pulchritude): “Structural 


dimensions of unusual formations pro- 


vide interesting keys to characteris- 


th The contours and planes 


Such data 


are eas- 
aids 
relationship 
Lead Co.'s Adverti 
Box 1675, Houston 1 
the 


ily located and studied 


development of further 
Write to National 
Dept P.O 

and tell 


“for 


ing 


Texas) them youd like 


booklet further study” 


HARRY 


ger ol 


THOMPSON, 


Newsweek, 


promotion 


mar recently made 


i trip to Europe where he met many of 


the readers of The Reporter, 


w hose 


names were to 


supplied 


back of a 
Top cut 
Bottom 


The 


mailed it 


THE REPORTER OF 


SiImpic 
how re 
show re 
backward me 


hold the 


we. He ha 
ot 
Ma 


Ome 


Direct 


of The 
Regent 


Ling iaphone hl 
Street, London 
certainly gone a 
16-page 

Could Have 

ol full 


drawn 


entire 
All 
consists 
trations 
Punch magazin« 
a punchy story 
caused to some 
ability to 


Kay 


ples for 


speak 
might be abl 


her frier 


DON'T 
through 25th 
Week, joint!) 
Federation of 
of the Ws 
of 


FORGET 
National 


Fe 19 


Advertising 


Assn 
ber Commere 
national salute 
friends realize 

advertising play 
mind them to 
coast 


day Februar 


Hroadcast Dy 


191 


p 
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WOODBINE 
COLORED ENAMEL 
DUPLEX ENAMEL 
DUPLEX BRISTOL 
COATED COVER 


offer the convincingly *modern colors 


Free idea portfolio of cach 
WOODBINE paper demonstrating 
odd folds, trims and die-cuts 

with interesting samples of offset 
and letterpress printing will 


be scent upon reque st 


the 

APPLETON COATED 
PAPER COMPANY 
1250 North Meade Street 

Appleton, Wisconsin 


al. 
wT Sivled and pretested by laher Birren of American Color 
Trends In New York 





Shows you how fo turn your 
mailing lists into extra dollars 
quickly and easily 


NOW here's how you can make more money from 
your mailing lists. Your name, on the ¢ oupon below 
will bring you FREE this profitable new Book 
by Jim Mosely, nationally known mail order list 


consultant 


Just off the press, this 10-page Book is packed with 
MOSELY TESTED IDEAS and TECHNIQUES 
gathered from 20 years of successful mail order list 
experience. It explains the easy MOSELY way ol 
obtaining substantial extra net profits year alter year 
It discloses, step by step, the secrets of increasing your 
cash income by simply addressing empty envelope 
for MOSELY Volume Mail Order Seller Clients (who 


don't compete with you) 


You can read this Book in only 10 minute and 
profit: month after month year alter year. lear 
and mail Coupon below TODAY for your FREI 
COPY ot “How to Double Your Net Profits from ) 


Mailing Lists No obligation 
CAN YOU USE MOSELY CHECKS? 





COR an cit an eae 


Mined Ovedor hit faraion 

How fo find overlooked profits in your mailing lists : 
4 . The sumof S79'7anac Octs | — 

How to start = = 


The right rental rate for one-time addressing to your lists e Peg to SB, Bate 


Added income for you yeor after year 
SECOND BAMK.STATE STREET TRUST COMPANY Dm: Msc 
orate 


Why your names won't be copied 











@ Your questions answered 


SS me TEAR and MAIL COUPON ie iiaieainae ie ame 


MOSELY MAIL ORDER LIST SERVICE, INC. 
Dept. RF 38 Newbury Street, Boston 16, Mass. ) J 2 
Okay Jim, please send me my new FREE COPY of L ©, Cl. C he 


your 10-page Book “HOW TO DOUBLE YOUR 
NET PROFITS FROM YOUR MAILING LISTS”. 


Nome F Mail Order List Headquarters 
COmmonwealth 6-3380 38 Newbury St., Boston 16, Mass. 


“Mosely sends the checks’’ 


CHARTER MEMBER, NATIONAL COUNCIL CF MAILING LIST BROKERS 
Product Sold ’ 20th Anniversory Yeor 


Co. : Position 


City : news Zone State 
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